ADVERTISER’S WEEKLY | EASTBOURNE CONFERENCE PROSPECTS : 


THURSDAY, MARCH 5, 1953 


Reeser a GPO, oo seme LORD LYLE’S NEXT CAMPAIGN PLAN 


Advertiser's 


Weekly 


“HE ORGAN OF BRITISH ADVERTISING 


Be - 
7  aegee 
A eS oe 
i 


_ LATESE-A.B.C. FIGURE 


QNd S711 GOlG Go 4 


In these competitive days a leading weekly magazine which has not only held 
its own but has achieved even greater sales—and is still steadily growing— 
has obviously deeply entrenched itself in the minds and affection of a great 
section of the people. 

JOHN BULL, with its consistently high standard of editorial and presentation, 
has infused new life and interest into weekly journalism. It has created for 
itself a new family audience in those wage-earning income groups which are 
advertising’s best target. 

Let the figures speak! JOHN BULL today—with an A.B.C. net sale of 
1,029,069—and still increasing ; with 71°: readers married and 98% living 
in private households; with a rate of 17.1 shillings per page per thousand 
A.B.C.—is one of the finest investments in the business of advertising. 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98 LONG ACRE, LONDON, W.C.2 
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ADVERTISER'S WEEKLY 


F. JOHN ROE LIMITED 


incorp erated Practitioners in Advertising 
ROE OUTDOOR ADVERTISTNG 
LIMITED 


Sentimental loyalty 


Sir,——Ihe state of affairs des- 
cribed by Advertisement Manager 
(Should trade-papers give 15 per 
cent-—-kebruary 26), is disgrace- 
ful, but he has not exaggerated. 

Hard-headed, shrewd business- 
men who would not tolerate 
inefficiency on the part of any 
other supplier will accept the 
poorest service—and often poor 
work—from their advertising 
agents, towards whom they dis- 
play what can only be described 
a5 sentimental loyalty. 

During the past twelve months 
we have been approached by one 
sales manager, one director of 
sales, and two managing direc- 
tors. They complained that they 
were thoroughly dissatisfied with 
their agents; had determined to 
change, and had been recom- 
mended to us. 

1 explained that we charge a 
fee, and outlined what we do to 
earn that fee. In each instance 
the caller said our service was 
exactly what he wanted; said that 
our fee was most reasonable, and 
romised that the matter should 

settled at the next board meet- 
ing. And in each instance we 
later receive a courteous letter 
to the effect that the directors 
had decided not to make a change 
“in view of our long association 
with our present agents.” 

There are exceptions of course, 
or the younger and conscientious 
agencies would not be developing 
as they are. ‘Those exceptions 
get real service—and so do the 
papers in which they advertise. 
But so long as suppliers of adver- 
tising services are treated with a 
leniency which would not be 
extended to any other supplier, 
so long will shoddy service be 
sold, 


All the conscientious agent can 
do is hope that he will receive 
the same consideration if ever his 
standards begin to slip. 


WARREN SEYMOUR. 


Managing Director, 
The Warren Seymour Co. 


To The Editor. ‘ 


Circulation facts and figures 
are only half the picture 


Sik,—I would like to add some- 
thing to your correspondent’s 
remarks last week on agency 
commission and the trade press. 
What he wrote applies just as 
much to trade directories, 
annuals, etc.—and is further 
compounded by demands for 
positions which, whatever re- 
search on consumer media may 
Say, are almost invariably mis- 
applied in our field. 

But | cannot help feeling that 
the root of the trouble is with 
the advertiser himself who seems 
unable or unwilling to recognise 
the economic cost of preparing 
and placing advertisements, and 
so often refuses to pay a reason- 
able fee to his agent. ‘This is 
probably not true of the large 


IN THIS ISSUE— 


W. A. C. Cooper starts a new 
series on how to launch a new 
product—page 432. 
NEXT WEEK: Market Survey 
of Lancashire. 


concern—but then the agency is 
probably placing enough business 
for this type of client to subsi- 
dise his trade and technical posi- 
tion. 

Again, our experience has been 
that it is the advertiser who 
demands that space salesmen 
leave him alone and cal! only on 
his agent rather than the other 
way round. Providing you tell 
him first, any worthwhile agent 
(who has not been otherwise in- 
structed by the client) will give 
you his blessing for a call on the 
advertiser. 

a said this, there is one 
agency failing which cannot be 
traced to any other source and 
rarely, if ever, exists with the 
serious advertiser who places 
direct in his trade and technical 
press; the failure to spend 
enough time studying trade press 
media. Your correspondent refers 
to the agent’s failure to acquire 
necessary knowledge of the trade. 
Worse, he does not appear to 
think it is necessary; and he does 
not appear to think it is desirable 
to pay close attention to the 
advice and experience of men 
who do know their trade—the 
space salesmen. We are always 
being asked for “more facts, 
more figures” that can be con- 
veniently “filed for reference.” 
The trouble is that ABC 


figures, regiona] distribution per- 
cenlages, even mames and ad- 
dresses of subscribers are rarely 
what they seem. A worthwhile 
trade paper must be able to pro- 
vide truthful circulation facts 
and figures—but this is only half 
the picture. A dull girl may have 
a pretty face and perfect vital 
staustics and not be half as 
attractive as a_ girl whose 
Measurements are not worth a 
second glance but who has per- 
sonality and charm! 

Ihe analogy can be applied to 
all media—but it is of greatest 
significance in the trade and tech- 
nical field because of the utili- 
tarian nature of the media, the 
social and “political” part that 
most of them play in their trade, 
and the degree of readership and 
reader influence that they enjoy. 
None of these attributes is statis- 
tically measurable; they measure 
nevertheless the real worth -and 
significance of most trade and 
technical media. 

TRADE PAPER PUBLISHER. 

(Name and address supplied.) 


Thrashing out the 
financial problem 


Sik,—The outspoken message 
from Advertisement Manager 
Stressing that “the commission 
system is largely responsible for 
most of the shocking service 
meted out to clients and pub- 
lishers” was not only progressive 
but timely. 

The forthcoming Eastbourne 
Conference will consider many 
matters vital to our business. Is 
it too much to expect that at some 
time soon, this most important, 
imperative, and urgent question 
appertaining to the whole finan- 
cial background of advertising 
should be considered, thrashed 
out and settled? 

It would seem that advertising 
people have been too scared of 
this thorny subject during the 
past. However, if we are to 
attain the ambitions of those of 
us who regard our business in a 
serious vein, let us strive for an 
intelligent solution to this prob- 
lem. May it, at the same time 
be logical, fair and good for 
every branch of advertising; 
whether on behalf of the client, 
publisher or agent. Surely this is 
a job for one of our ruling 
bodies to tackle? 


Alan Betts Ltd. 
London. 


ALAN BETTS. 


COMPLETE NATIONAL SERVICE 


LONDON MANCHESTER 
73 Grosvenor St., W.1. 20 St. Ann’s Square 
Grosvenor 8228 Blackfriars 9786 


Remedies lie with 
publishers 


Sir,—Advertisement Manager has 


shown defects in the present 
system: those defects must be 
remedied. Io adopt his line of 


raging indignation followed by a 
cri-de-coeur, solves nothing. 

What, then, are the answers? Let 
us consider the defects. 

Failure to meet copy dates. The 
remedy lies in the hands of the pub 
lisher. Let him set a copy date anp 
STAND BY IT. Reminders should be 
sent out a week before—not after 
the date. Failure to meet the date 
can be countered by the “This space 
reserved for’ formula: no agent 
will let that happen to him twice. 

Dilatoriness in order renewal. 
Set, and stand by, an order renewal 
deadline. If your journal is worth 
advertising in and if, further, your 
space salesmen are worth their 
salary, there should not be any 
undue difficulty in finding alternative 
advertisers. 


Impossibility of direct publisher- 
advertiser contact. Shakespeare 
laid down the principle that the 
system was for the convenience of 
the individual not vice-versa. 

Mechanical ignorance of agencies. 
If a solid line block is received 
where a tint or half-tone block is 
required: send it back, marked 
“wrong block.” 

“Some agencies are a_ positive 
burden to the trade paper’’—yes, 
and so are some of the weaker- 
kneed advertisement managers. 

“Some of the agencies are little 
if any use to the clients.”” Surely 
this is for the client to decide? To 
remain with an agency, an adver- 
tiser must be satisfied with that 
agency's service. If it is a bad ser- 
vice, it is logical to assume that the 
advertiser's own efforts would be at 
least as bad. 

Reasonable agency commission 
from the publishers from block- 
makers and from studios, together 
with a 10 per cent service fee will 
pay for the highest service of which 
the agency is capable. But the com- 
mission must be reasonable: ten 
per cent is not! 


M. BLow. 


63 Burnham Manor Road, 
Thornton Heath. 


= NORFOLK STUDIO: | 


9 GOUGH SQUARE, LONDON, E.C.4. Tel: CENTRAL 3172 


The home of IDEAS for nearly half a Century 
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“RADIO TIMES” 
LATEST NEWS 


ALL ENQUIRIES TO: HEAD OF ADVERTISEMENT DEPARTMENT 


B.B.C. Publications, Broadcasting House, Portland Place, London, W.1! 
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a NEXT XMAS NUMBER OF papio TIMES TO ge PUBLISHED 48TH DECEMBER | 
4 QUARTER PAGE csoLUS ADVT ON CHILDRENS DIARY PAGE FACING TELEVISION 

: 

@ RADIO TIMES TRADE SCHEME TO BE EXTENDED To MEET GROW ING DEMAND 

a THE THIRD EDITION "FACTS» GRAPHS AND riqures” NOW IN PREPARATION 

; HESSRS- QsBORNE-PEACOCK TO HANDLE B.B.Ce ACCOUNT 4953-54 

: WR. FeWe JEFKINS DeAeAee HatebeMehe TO REPRESENT society OF DIPLOMA 

a MEMBERS OF ADVERTISING assoc. ON B.B.C- ADVERTISING ADVISORY PANELS 

. B.B.Ce pYBLICATIONS epLeS TO BE EXPANDED oN AMERICAN CONTINENT 

a CIRCULATION MNGR- LEAVES FOR yeSehe ANO CANADA MARCH 7TH. 
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Men who buy good 
things buy MEN 
ONLY. 
to man reading 
and man to man 
selling there’s 
nothing like 
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For man 


Conference 


‘a moral starting 


point for big campaigns 


LORD LYLE PLANS 


New fight on 
nationalisation 


Lord Lyle is planning to launch 
a major publicity campaign to 
fight the “possibility of future 
nationalisation.” He has written 
to 1,500 trade associations and 
more than 3,500 industrial leaders 
appealing for contributions to a 
fighting fund. 

The letter, which is accom- 
panied by a selection of recent 
quotations from Labour Party 
leaders and socialist publications, 
warns free enterprise industry 
that the threat of nationalisation 
“IS as grave as that which some 
of us met and defeated a year or 
so ago. Whereas on_ that 
occasion only a few of us were 
singled out, now the whole of 
trade and industry is threatened. 


Universal threat 

“It is no use waiting until the 
blow falls,” the letter states. “The 
fate of the road hauliers and 
others in 1946 was sealed before 
they could even start their cam- 
paign and my own firm escaped 
not only by its own efforts but 
because time was given to us 
through the pronouncement at 
the Labour Party Conference of 
that year. It is clear that because 
of these campaigns many of the 
Party leaders will seek to avoid 
naming particular industries in 
the future; which makes the 
threat universal and more 
deadly.” 

The letter suggests that the 
publicity campaign should jn- 
clude public meetings, press pub- 
licity, films and leaflets. It re- 
commends that trade associations 
should contribute to the “fighting 
fund” by way of a levy on mem- 
bers. 

The campaign would be 
handled by Aims of Industry. 

A spokesman of Aims of In- 
dustry told ADVERTISER'S 
WEEKLY that the size of the cam- 
paign would depend on the re- 
sponse to the appeal. 


4 
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WORLD, COMPETITION 


AND EXPORT 


MARKET PROVIDE KEY CHALLENGE 


HIS year’s Advertising Association Conference, at East- 

bourne, May 1—3, is planned to be “a moral starting point 
for the intensive campaigns of the next twelve months.” 
Coronation year, state the organisers, will see: the challenge of 
competition universal for the first time since before the war, the 
challenge of the export market stronger than ever. How adver- 
tising will meet this situation will be discussed at Eastbourne. 


Last year’s broad pattern will 
be followed, but with an interest- 
At the end of 
main session, 
specialists have had their say on 
under 
some well-known personality in 
sum 
evaluate and, if need be, to clarify 
judicially their arguments for the 
benefit of the delegates present. 
programme has 
been planned to cover as many 
as possible of the different prob- 
lems affecting advertising, There 
will be four business sessions on 
the Friday, three on the Saturday 
and one on the Sunday. 

Since trade is so much influ- 
enced by Government policy, a 
leading member of the Govern- 
ment ts being invited to address 
An invitation js 


ing difference. 
each 


the subject 
advertising will 


The business 


the Conference. 
also being sent 
member of 


to 


the Opposition 
present his ideas on the place of 
advertising in a socialist economy. 


Ca 


a» 


The Conference will jar views 
of industrialists, © «conomists, 
writers and designers, on special- 
ised problems. Each wll be an 
expert in his own field and will 
present together a complete and 
objective picture of present-day 


advertising and its immediate 
future. 

A session “We Saw it Grow” 
will break new ground. This will 
be introduced by a veteran in 
advertising of the  pre-1914 


periog, followed by one who 
started practising in the twenties 
and so on down to the present day. 

On the Saturday, there will be 
a quiz programme, and on the 
Sunday morning, the las: session, 


there will be a free-for-al! on the 
general theme of “The Future 
of the Advertising Association.” 


@ “Advertiser's Weekly” is con- 
ducting an opinion poll to find 
out what sort of conferences ad- 
vertising people prefer. Particu- 
lars on page 420. 


Bemrose joins 
board of 
Hulton Press 


Eric Bemrose has joined the 
board of Hulton Press. He is 
chairman and managing director, 


Eric Bemrose Ltd., printers, of 
Aintree, Liverpool, established 
by him in 1938 following his 


resignation from the family busi- 
ness of Bemrose & Sons, Derby. 

Mr. Bemrose has played a 
leading part in developing high 
speed multi-colour printing on 
lower grades of paper. An early 
achievement was the production 
in 1938 of a coloured weekly 
bulletin with a circulation of 
several million. He was person 
ally responsible for the design, 
manufacture and erection of the 
machinery to. print Hulton’s 
Eagle. This was followed in 1951 
by production of Hulton’s Girl 
and TV Comic published by the 
News of the World. Eric Bem- 
rose Ltd. will soon begin produc- 
tion of Robin, the new Hulton 
children’s paper. 


‘Picture Post’ 


The following statement has 
been issued by Edward Hulton: 
“Statements that Stefan Lorant 
has been offered an engagement 
on Picture Post that would bring 
him the sum of £35,000 jn a year 
are incorrect. It has already 
been announced that Mr. Hulton 
and Mr. Dowling have invited 
Mr. Lorent for editorial consulta 
tions. No arrangements have 
been made to appoint him as 
editor.” 


men, 


Every month unique MEN ONLY 
contains the pick of current 
reading formen, For selling 
to men with money to spend 
there’s no better ‘buy’ than 
the magazine for men, by 
about men — 
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CORONATION THEME 


Sample offers and free tasting: 


Many new lines introduced 


The Daily Mail Ideal Home Exhibition, which opened at 
Olympia on Tuesday, reflects the pagentry and patriotism of 


Coronation Year in its decor. 


Once again manufacturers have 


seized upon the occasion for introducing new lines to the public 


more than one million visitors attend every year 


and the 


Coronation is also in evidence on their stands where Coronation 
offers, competitions and souvenirs are in abundance. 


Centre piece of the exhibition 
is Coronation Cavalcade —a life 
like reproduction of the Corona 
tion procession. It is approached 
along a highway of red carpet, 
12 ft. wide and 300 ft. long 
with ranks of heraldic city 
banners high overhead. 

Many of the new lines on 
show at the exhibition are in the 
food section, Kraft are introduc 
ing three--a French dressing, a 
savoury spread with gorgonzola, 
and savoury Welsh Rarebit. A 
section of their stand is devoted 
to a comparison of Mrs: Beeton’s 
kitchen with an exact replica of 
Mrs. Becton taken from an old 
photograph and its — modern 
counterpart. 

Crosse & Blackwell 
reintroducing their 
tinned luncheon galantine. 

Other products include a new 
lightweight iron by Morphy 
Richards Litd., a new washing 
machine with water heater by 
Wilkins & Mitchell Ltd., and a 
new Goblin cleaner with a revoly 
ing brush. Genera] Electric Co., 
Lid., have three new develop- 
ments on 7 cubic ft. 


Ltd. are 
pre-wat 


show—a 7 
refrigerator, an economy cooker, 
and a lightweight iron— while 
H.M.V. are showing a new de 
luxe radiogramophone 

Electrolux are introducing a 
new refrigerator for operation by 
electricity, gas or oil. Singer 
Sewing Machine Co., Lid. have 
two new sewing machine cabi- 
nets, While W. & A. Gilbey Ltd, 
are Showing the new British made 
vodka—Smirnoft 

Several firms are offering Coro- 
nation souvenirs. One of these 


Many firms are offering 
packs at the exhibition, 

two by Peek Frean-—a Vita-Weat 
souvenir pack selling at 6d., and a 
Peek Frean miniature tin of custard 
creams selling at Yd. They were 
designed by Richard Lonsdale- 
Hands Associates who were also 
responsible for the Peek Frean 

stand. 


souvenr 


Here are 


is Crosbie’s who are selling their 
Nell Gwyn marmaladé in a 
Coronation beaker for 3s. 3d. 

Sample offers are also in 
abundance. The majority of food 
exhibitors are either selling spe- 
cial miniature packs of thei 
products or allowing visitors free 
tastes at their stands. 

On the Britvic stands are two 
“help yourself” machines where 
visitors place one shilling in the 
slot to obtain a bottle of Britvic 
pure fruyt juice cocktail. 


Stand design trends 


A new development in stand 
design for this exhibition is the 
first two-storey stand which 
houses the Ideal Home bookshop, 
organised and maintained by 
Simpkin Marshall Ltd. 

Inter-planetary travel is the 
theme of the I. & R. Moriey 
stand, the focal point of which 
is a Space ship with passengers 
and the slogan, “always look for 
the name Morley.” 

Forty vans are being exhibited 
in Caravan Town. Here Berkeley 
are showing three new models, 
one of which accommodates two 
people and sells for £100, A. S. 
Jenkinson & Co., Ltd., are ex- 
hibiting a caravan with one side 
cut away. 

Several newspapers and maga 
zines are represented. The Even- 
ing News stand has special print 
ing machinery and news receiv- 
ing equipment showing how the 
latest news and sports items 
are added after the paper has 
arrived at its destination. 

The Sunday Dispatch are run- 
ning a Beautiful Children’s Con 
test with a prize of £100 to the 
visitor who places ten selected 
photographs in order of merit. 

British Nylon Spinners Ltd. 
are staging what is claimed to be 
the most ambitious and lavish 
display of nylon ever. “Nylon 
joins the family” ts the title of 
the feature which — illustrates 
various family scenes and all the 
many items now being manufac- 
tured in nylon. 

The Gas Council exhibit: has 
the theme of “All the year round 
with Mr, Therm,” while the 
British Electrical Development 
Association portrays its story 
dramatically with kaleidoscopic 
lighting in a hall of mirrors. 

Nearly 600 exhibitors are rep- 
resented on the stands which 
cover 12 acres. Closing date is 
Saturday, March 28. 


- ELE 


“Crosse and Blackwell in every home” 


at the “Daily Mail” 
offered to visitors 


Ideal Home Exhibition. 
who estimate the number of individual packages on 


chose: REE 


is the theme of the company’s stand 
Fifty prize hampers are being 


display. 


‘Fair shares in 


“It would be disastrous to start 
a free-for-all scramble for news- 
print at the present time.” 

This opinion was expressed in 
the report of a committee which 
considered publishing problems at 
the productivity conference in 
London under the aegis of the 
joint industrial council of the 
printing and allied industries 

Considering the recommenda- 
tion of the provincial press pro- 
ductivity team which visited 
America “That the earliest oppor- 
tunjty be given to the provincial 
press to use the quantity of news- 
print best suited to its circum- 
stances . . .” the committee were 
concerned about “the weeklies 


Supply of Dutch strawboard, used 
very largely in the carton indus- 
iry here, is not likely to be 
affected seriously by the floods 
states the Netherlands Straw- 
board Selling Organisation. 


who find that the present average 
of 12 pages over a four month 
period is not sufficient to enable 
them to carry all the local news 
and all the local advertising 
which they feel their service to 
their community demands. 

“If there is some way of easing 
the difficulties of such papers then 
we hope it will be considered.” 

Agreeing that “every effort 
should be made to bring down 
the present abnormally high price 
of newsprint,” the committee 
added: “The present system, 
while it has its faults, does ensure 
fair shares for everybody at one 
price. We all came to the con- 
clusion that the present buying 
system through the Newsprint 
Supply Company at equalised 
prices Ought not to be thrown 
aside in favour of the free 
market.” 


Early selling 


the 


Daily 
End of 


Early selling of 
Mirror in the West 
London has now ceased. 

The whole question of early 
selling has been referred to the 
circulation managers’ committee 
of the Newspaper Proprietors’ 
Association for the formulation 
of a new agreement. 


newsprint’ call 


Putting them in 


the picture 


A photo-booklet, devised by 
D. Merritt Jackson, director, 
T. F. Carrington Van-Posting 
Ltd.. is being used as a novel 
promotion shot. 

Photographs of street scenes 
in cities and towns are presented 
as “an identification test for the 
advertising man.” Each location 
is described on the back, and 
each picture includes a van dis- 
playing an advertisement. 

The booklet is being sent to 
advertising managers and agents, 
and the only clue to the sender 
is the name and address on one 
of their own vans, outside St. 
Paul’s Cathedral in the last 
photograph. 

The booklet was produced by 
Photoway, Salisbury Square, 
London, E.C.4. 


Ads. were recipe 
for success 


In response to advertising 19,781 
housewives entered a recipe com- 
petition organised by Alfred Bird & 
Sons Ltd. to encourage use of 
custard powder in a greater variety 
of ways. 

First prize was a large domestic 
refrigerator given by English 
Electric Company. Monthly adver- 
tisements placed in Woman's 
Weekly and the Radio Times invited 
housewives to send in their own 
custard recipes. 

Birds mentioned English Electric 
in their publicity. 


Continental ‘Mail’ 


is closed 


Economic reasons together with 
faster travel facilities were given as 
the reasons for closing the Con- 
tinental Daily Mail by Lord 
Rothermere in a speech to the staff. 

Since 1944 when the paper was 
re-started, he said, economic trends, 
particularly the restriction on the 
movement of currency had been 
against them. 

To-day, newspapers printed in 
London were on sale in many parts 
of the Continent before the Con- 
tinental Daily Mail had arrived. 

The paper was founded in 1905, 
The only English language daily 
newspaper now published in Paris 
is the New York Herald Tribune. 
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New form of 
sign lighting 


on railways 


British Railways are now using 
a new form of sign lighting pro- 
duced and patented by Acme 
Showcard & Sign Co., Ltd. It is 
called the Blacklite sign. 

One of the first to be erected 
is an “Enquiries” sign at Padding- 
ton station. The letters are six 
inches high and made of cast 
aluminium. They are treated 
with fluorescent paints which, it 
is claimed, have lasting qualities 
far in excess of those previously 
used. Illumination is by two 
20-watt tubes and the whole sign, 
which spreads over five feet area, 
consumes only 40 watts, equiva- 
lent to an ordinary small lamp. 

The tubes are guaranteed for 
2,000 burning hours and no 
maintenance is required apart 
from the usual cleaning and an 
occasional replacement of tubes. 

The letters, which are mounted 
on wire Stays, give the impression 
of great luminosity and appear to 
float in space, achieving an im- 
pression of considerable depth. 


419 


One-minute films will cut 
costs, boost impact 


Pearl & Dean, Ltd. the new advertising-film compa 
make one-minute advertising films, in addition to the u 


are to 
il two- 


minute films and 15-second filmlets. The one-minute |: \s will, 
it is claimed, enable advertisers to make full use of the screen 
with greater frequency of impact at an economic rate. Cost of 
exhibition of a one-minute film will be 13s. 6d. per 1,000 \iewers. 


Ernest Pearl (chairman) gave 
ADVERTISER'S WEEKLY the fol- 
lowing as an example of the sort 
of campaign now made available 
to advertisers: 

Exhibition in 1,000 first-class 
cinemas, including the entire 
A.B.C. circuit, together with 
production and = copies in 
colour, for a cost of approxt- 
mately £7,000, for one week's 
showing. A campaign of this 
description would reach an 
audience of about 8 million. 
A bigger or smaller number of 
cinemas could, of course, be 
used. 

It is stressed that the films will 
not be presented in magazine 
form; each film will be an entity 
in itself, complete with censor 
title and its own opening and 


‘Good design makes posters a 
powerful selling force’ 


A. friendly 


exchange between 


the Keeper of the Royal 


Academy Schools and the president of the British Poster Adver- 
tising Association enlivened the luncheon at which the Inter- 
national Poster Design Competition awards were presented. 


“Trust the artist!” said Henry 
Rushbury, R.A... “And leave us 
our countryside!” 

“The artist does not always 
interpret our requirements.” 
retorted A. E. Aylward: “And 


A selection of the entries in the 
International Poster Competition 
sponsored by the British and Lon- 
don Poster Advertising Associations 
will be exhibited at the premises 
of the Institute of Incorporated 
Practitioners in Advertising to- 
wards the end of this month. Later 
they may be shown in the provinces. 


all we ask is that those who con- 
tro] our affairs should interpret 
amenities reasonably.” 

But they both agreed that the 
entries for the competition were 
remarkably good, and that in 
organising it, the British and 
London Poster Advertising Asso- 
ciations had indeed “lit a candle.” 

The luncheon was held at the 
May Fair Hotel, London, on 
Monday. Many of the entries 
were on display. and “blown-up” 
reproductions of three prize win- 
ning entries decorated the 
luncheon room. 

Racy in stvle but full of 
“meat.” Mr. Rushburvy’s speech 
was much enjoyed. After claim- 
ing that, with such presidents as 
Sir Gerald Kelly and Sir Alfred 
Munnings, the Roval Academy 
had got “you advertising people 
beaten.” he went on to discuss 
posters. “Their message must be 


immediate,” he — said. “You 
depend on a mere glance of your 
public.” 

He implored the business man 
to trust the artist. “The artist 
comes low down on your list of 
charges,” he alleged. “In America 
he comes at the top, and in 
America they know how to ad- 
vertise! In France and Swizer- 
land the artist is trusted. In 
England—I don't care what you 
say—the artist is not trusted.” 

The poster was with us all the 
time. It was the responsibility of 
the poster industry that they did 
not bore us; that they did not 
outrage the sensitive; and that 
the poster should bring a smile to 
the lips and amusement to the 
eye and, without brutality, should 
sell “your blooming goods.” 

Mr. Aylward said that poster 
advertising was a powerful force. 
but that the degree of its power 
was related to design. The com- 
petition had revealed a very great 
degree of talent. 

“Posters can play an even 
more powerful role than they 
have in the past.” he asserted. 

Prizes were presented to the 
winners by Mr. Rushbury. He 
congratulated T. Eckersley, com- 
mercial art instructor of Borough 
Polytechnic, whose students had 
won the first three prizes in the 
amateur categories. Mr, Aylward 
thanked the panel of judges and 
ilso Willings Press Service, who 
had organised the comnetition 
on behalf of the British and 
London Poster Associations. 


titles. As not more than iwo one- 
minute films will appear in any 
one programme, eac! uuld be 
regarded as occupyt i semi- 
solus position on the scicen. The 
two fiums will not advertise com- 
peting products Q ninute 
films can be booked si or in 
series, and campaigns can be 
planned nationally or onally 
Films can be made in biack and 


white, as well as in colour, the 


latter costing approximucly 50 
per cent more 

Mr. Pearl estimated that of the 
£7,000) given in’ the crample 
quoted above, exhibition costs 
would account for about £5,250, 
the remainder going in produc- 


tion costs and copies 


Though the two-minute film 
would continue to play an im- 
portant role, he said, it was ob 
vious that the one-minute film 


would perform a valuable job for 
those advertisers who were able 
to tell their story within its time 
limit. A realistic long-term use 
of the medium was now opened 
up to a large number of medium- 
budget advertisers Pearl & 
Dean's Dover Street premises are 
being equipped to produce film- 
lets. while other studio space is 


being used for one- and two- 
minute films. 

Arrangements are already in 
hand with specialised producers 
for animated, puppet. and car- 
toon films. Pearl & Dean films 
and filmlets will be seen on 
A.B.C. and independent screens 
as from April 6 
OBITUARY 


Mrs. J. H. Haworth 


Mrs. Isabella Constance 
Haworth, wife of J. Harrison 
Haworth, joint managing director, 
Business Publications Ltd... died 
peacefully in a nursing home last 
Friday. 

The 
Golders 
vesterday 


funeral took plaice at 
Green crematorium 
(Wednesday) 


At the Poster Competition 


uncheon. 


ADVERTISER'S WEEKLY 


‘To protect 
the public’ 


The following 
appears in the 
Family Doctor. 

“To protect both the public 
and the manufacturers of repul 
able medicinal and pharmaceuti 
cal products from the false claims 
made for certain advertised 
medicines and health aids, and 
to ensure so far as possible that 
no preparations containing 
dangerous or harmful ingredients 
are Offered to the general public 
in the columns of Family Doctor, 
all advertisements in Family 
Doctor for medicinal prepara- 
tions and all products concerned 
with health are carefully scrutin- 
ised, 

“While the British Medical 
Association cannot specifically 
endorse the claims made, or give 
any assurance or guarantee with 
regard to any product advertised 
in Family Doctor, nevertheless 
it endeavours to ensure that ad 
vertisement claims are not mis 
leading.” 


announcement 
March issue of 


Ads. on phone 
directories 


To help increase revenue, ad- 
vertisements are being re-intro- 
duced to the front and back 
covers of the London Post Office 
telephone directory. For many 
years the cover has been of a 
prestige nature. 

The first issue carrying ads., 
the L-R section, is now being 
distributed with an advertisement 
for Daimler Hire Lid. on the 
front gover and ads. for the 
Huddersfield Building Society, 
P. & S. Motors Ltd. (Teddington) 
and Spring Grove laundry (Isle- 
worth) on the back. 


Mild and bitter 


If readers of the “Beer is Best” 
advertisement actually find some- 
thing that is better than beer they 


cannot, under the new Merchandis- 
ing Marks Bill, bring an action 
against the brewers 

This was stated by Lord Man- 
croft during a debate on the Bill 
in the House of Lords. This claim, 
he said, came into the category of a 
“legitimate trade puff.” 


L. to r.: Mrs. A. FE. Aylward; 


Henry Rushbury, Keeper of the Royal Academy Schools, speaking; A. I 


British 
B.BC. 


Aylward, president, 


Gilbert 


Poster’ Advertising 
television 


Association; and 


personality. 


Joan 
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ADVERTISER'S WEEKLY 
London 


Veterans look back over 


20 years in 


Philip Emanuel, formerly ad- 
vertisement director, Odhams 
Press Ltd., summed up at a Pub- 
licity Club of London meeting 
on Monday what he considered 
the greatest changes in advertis- 
ing during the past half century. 

Fifty years ago, he said, there 
were no educational facilities, no 
clubs, no advertising journals. The 
young man making a career in ad- 
vertising had to “find his own way 
about.” 

To-day there were all these means 
by which he could learn about his 
job, including ADVERTISER'S 
Weekty, founded nearly 40 years 
ago by the great Jack Akerman 

Fifty years ago, if an advertising 


Club News 


man fell on ill fortune, there was 
no N.A.B.S., as there was to-day, 
to help him and to do so secretly. 

In those days there was no A.I.D. 
committee of the Advertising Asso- 
ciation, so that what went into the 
papers depended entirely on the 
judgment of the publishers. Most 
agents secured business by split- 
ting commission; they would give 
advertisers as much as 74§ per cent, 
and there was little question of 
service on the 2} per cent they 
retained, Visualisers were unknown. 


ee 
. 
advertising 

To-day, there was a tendency for 
agencies to move to the West End. 
One explanation of this might be 
the abandonment of the pre-war 
practice of cut rates for big spaces. 
Then, unless the agent lived close to 
the newspapers, he would never 
hear of these “bargains.”” Now he 
could live on an island if he liked 
and still do so just as well. 

Mr. Emanuel was one of a team 
of five speakers, each of whom can 
look back on fifty years, more or 
less, in advertising. 

Andrew Milne, director and 
general manager, Drapers’ Record 
and Men's Wear, said his experience 
had taught him two things—that the 
more you put into the business by 
way of voluntary service the more 
you will get out of it, and that the 
more friends you make and keep 
the better life you will have. 

R. P. Challenger, space buyer, 
I. B. Browne Ltd., described his 
boyhood days with that agency, 
Louis Kaufman, advertisement man- 
ager, Time and Tide, spoke of out- 
standing personalities he had 
known, and Ulric Walmsley, direc- 
tor and advertisement manager, 
Sunday Graphic, contributed some 
amusing reminiscences. 

Arthur Chadwick, anothe: 
veteran, thanked the speakers, and 
also Miss Sylvia Weinberg, chair- 
man of the House Committee, who 
organised the meeting. 


41 the annual dinner-dance of Birmingham Publicity Association last Friday. 
L. tor. Uront row): the Lady Mayoress of Birmingham, the Lord Mayor 


of Birmingham (Ald. W. T. 
Gough, and J. Winford, 


Bowen), 
Coventry 


Tom C. Gough (president), Mrs. 
Publicity Association. About 250 


attended the dinner-dance, which was again held in the Botanical Gardens, 
Edgbaston. 


Birmingham 
Debate with ISMA 


A debate on the motion that 
“Education for advertising has done 
more for the promotion of sales 
than education for sales manage- 
ment,’ between Birmingham Pub- 
licity Association and Birmingham 
branch of 1.8.M.A., was lost by the 
B.P.A. 


Both Associations were able to 
show, however, that each profession 
offered educational and training 
facilities to newcomers. 

Speakers from the B.P.A. were 
R. M. Davies (Sterling Advertising) 
and C. R. Bayliss (Birmingham Co- 
operative Society), and for 1.S.M.A 
G. H. Barnett GJ. B. Brookes & 
Co., Lid.) and T. F. Stack (Hep- 
worth & Grandage Ltd.). The 
debate was under the chairmanship 
of D, A. Beatson-Hird (1.8.M.A.) 


Southampton 


Civie luncheon 


The Mayor 

Southampton (Ald. 

Burrow), the Sheriff 

V. F. King), and the Town Clerk 
(A. N. Schofield), were among the 
guests at Southampton Publicity 
Club’s annual Civic Day luncheon. 

Welcoming the visitors, the chair- 
man, Ald. W. H. Stone, paid 
tribute to the Mayor for the efficient 
way he had _ organised recent 
appeals, notably for the East Coast 
Flood Disaster Fund. 

Mr. Schofield said that when he 
first came to Southampton, people 
told him that if he wanted to see 
any good shops he would have to 
go to Bournemouth. “We must 
stop talking like that and speak 
more of the new Southampton,” he 
said. 


and Mayoress of 


Welcoming the guests at Manchester Publicity Association's ladies evening 
are (left to right) E. A. Paessler and Mrs. Paessler, and Lady Helen and 
the Hon. Lionel Berry. 


Manchester 


Exhibition dancing 


Some 380 members and 
guests were present at the annual 
ladies evening of Manchester Pub- 
licity Association at the Midland 
Hotel. They were received by the 
Hon. Lionel Berry, vice-president, 
and Lady Helen Berry, and the 
Association’s chairman, FE. A. 
Paessler, and his wife. 

Highlight of the evening was a 
formation and exhibition dancing 
sequence presented by four of 
Britain’s leading ballroom dancing 
couples. National advertisers and 
advertising agencies presented prizes 
which were distributed to all the 
ladies, 


Berks and Bucks 
Laws of suggestion 


Four basic laws of suggestion 
were quoted by Norman F. Phillips, 
deputy area sales manager in 
London of The Metal Box Co., 
Ltd., to Berks and Bucks Club at 
Reading. 

They were: the law of concen- 
trated attention; the law of auxiliary 
emotion; the law” of reversed 
effort; and the law of subconscious 
teleology. 

He discussed the operation of each 
of these laws indicating some of 
the ways in which they could be 
used for profit in sales work. 


G°cOcLeF 
LI.P.A. 


The spring meeting of the LI.P.A. 
Golf Circle will take place at the 
Crews Hill Club, Enfield, on 
Wednesday, May 6 next, when the 
Leonard Hill inter-agency perpetual 
trophy will be competed for. 

In addition, G. Street & Co., Ltd., 
are presenting a new perpetual 
trophy to the Circle for the best 
aggregate score off current handicap 
for the spring and autumn meetings 
combined, returned by any competi- 
tor who is a Fellow or Associate 
of the Institute. 

The donors 
souvenir to the 
each year, to be 
autumn meetings 


NAGS week-end 


A week-end meeting of the News- 
paper & Advertisers Golfing 
Society will be held at Sandwich 
from March 20-22. under the 
captaincy of Leslie W. Needham. 

On the Friday evening there will 
be a get-together dinner. On the 
Saturday and Sunday play will take 
place on both Royal St. George's 
and Prince's golf courses 


their 


have offered a 
individual winner 
presented at the 


WIN £25 IN 


Conference 
opinion poll 


Less than three weeks 
remain in which to enter the 
“Advertiser's Weekly” Confer- 
ence Opinion Poll Competi- 
tion, and so stand a chance of 
winning £25 for the best sug- 
gestion on how advertising 
conferences could be im- 
_- Closing date is March 


There are five other prizes 
of £5, and ten free registra- 
tions for the Eastbourne 
Conference (or the cash 
equivalent) for competitors 
under 30. 

Next week “Advertiser's 
Weekly” will publish a brief 
interim report on opinions 
disclosed by completed ques- 
tionnaires so far received. 

More entries — as many 
more as possible, especially 
from advertisers and from 
provincial readers—are wanted 
to ensure that the final results 
are based on a fully repre- 
sentative sample. Additional 
entry forms may be obtained 
on application to the Editor. 


Campaign to boost 


production 
A publicity campaign is 


being 
prepared to explain efforts which 
are being made to boost British 
productivity under an American 
Mutual Security Agency economic 
aid scheme. 

The Board of Trade has allocated 
£3,000,000 “to assist in the provi- 
sion of services by which industry 
can help itself to promote 
research necessary for this purpose, 
to make what provision it can to 
give industry encouragement to 
raise its efficiency, and to provide 
for co-operative action between 
Government, management and lab- 
our, so as to enable industry to 
raise the national production to 
new heights.” 

The money will be devoted over 
a period of two to three vears to 
schemes associated with efforts to 
increase productivity. Factory film 
shows will be arranged. Some of 
the films may be made in Britain. 
It has been suggested that local 
conferences and exhibitions should 
ne held, 
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Floods PR is 
criticised, jet 
PR praised 


The flood fund has been 
cited by H. A. Oughton 
(president, Institute of Incor- 
porated Practitioners in Adver- 
tising) as an example of faulty 
public relations. 


At the annual dinner of the 
Institute of Public Relations, he 
said that too many hurried state- 
ments had been made in connec- 
tion with flood relief. 

At the same time, Mr. Oughton 
paid tribute to the public rela- 
tions people who are manning 
the press office for 24 hours a 
day at the Mansion House. 

An audience that included 
notabilities of press, public rela- 
tions, and advertising heard Sir 
Stephen Tallents, president, claim 
that the Institute was already 
half way towards the status of a 
City Company. And they also 
heard Sir Michael Balcon, the 
celebrated film producer, being 
not very enthusiastic about three- 
dimensional films. 

Mr. Oughton, who was reply- 
ing to the toast of the guests, 
made his reference to flood 
relief public relations after 
having stated that advertisin 
and public relations bot 
demanded good advance think- 
ing and advance planning before 
one word or statement was issued 
or any contact made with the 
public. 

“You must have what you 
require of the public very clearly 
in mind before you start to give 
any directive,” he said. 


‘A fine example’ 


As an example of fine public 
relations he quoted its contribu- 
tion to world leadership of 
British jet air liners. This—a 
combination of public relations 
and advertising working in har- 
ness—-hiad produced an upsurge 
of price in the hearts and minds 
of every Britisher. 

He concluded by stressing the 
need of making everybody in this 
country fully conscious of the 
Commonwealth and Empire. 
This, he said, would provide a 
wondertul job for the Institute 
of Public Relations. 

Sir Michael Balcon proposed 
the toast of the Institute. 

Sir Stephen Tallents. the 
Institute’s founder - president, 
replied. 

Public relations people were, 
he claimed, essentially modest 
people, and had founded the 
Institute in the best spirit of their 
profession. They wished to estab- 
lish high standards and safeguard 
themselves from charlatans and 
self-styled experts. 

The great and growing rela- 
tionship between public relations 
and advertising was also stressed 
by Lex Hornsby, the Institute’s 
council chairman. 


No guns and cowboys 


Hulton’s new magazine for 


children will be ‘cuddly’ 


“Robin,” the new Hulton 
weekly paper for boys and girls 
from 34 to years old—the 
official announcement of which 
was anticipated last week—will 
be on sale on March 23. Priced 
44., it will appear each Monday, 
dated the following Friday, and 
will contain 12 big pages, four in 
four-colour. It is claimed to be 
the first magazine appealing to 
this age group. 

A coupon offer in the Radio 
Times is an outstanding feature 
of a big launching publicity cam- 
paign, which will also include 
pages and half-pages in Picture 
Post, pages in Housewife, half- 
pages in Eagle and Girl, and 
whole double columns in Farmers 
Weekly, as well as some 50,000 or 
66,000 d.c. bills and window bills 
for newsagents, and a direct mail 
approach of 20,000 letters to 
churches, schools, and educa- 
tional bodies. Selling appeal 
will, of course, be directed to 
parents. 

For the time being Robin will 
not contain advertisements, 
though this may not be a per- 
manent policy. 

Features of the new publica- 
tion were explained at a press 
conference on Monday _ by 
Vernon Holding, Hulton circula- 
tion manager, the Rev. Marcus 
Morris. editor of Robin, Eagle, 
and Girl; and R. W. Dickenson, 
assistant general manager. 

Robin has been planned to 
help young children to learn to 
read and to encourage those who 
are just beginning to read. Taking 
account of modern educational 
methods it will use a controlled 
vocabulary, graded strip cartoons, 
and different sizes of type. The 
principles of the “look and say” 
method of child education will be 
adopted. 

Features will include 
known TV characters and a 
simply-told Bible story in pic- 
tures. There will be a scrapbook 
feature for cutting out. 

“Cuddly” was the adjective 
used 10 indicate the quality of 


well- 


Robin. There will be no guns or 
cowboys. If characters are 
tough, said Mr. Morris, it will be 
in the “right sort of way,” e.g. 
in rescuing people 

The coupon, which wil! appear 
in the Radio Times ot March 20, 
will offer either of the first two 
copies of Robin at half-price. 
Newsagents will return coupons 
to their wholesaler before May 
9 and will be credited at their 
full value. 

Terms to the trade are 6s. per 
quire (26 copies). Sale will not 
be on a Sale-or-return basis as 
it is felt that, thanks largely to 
Eagle and Girl, this will not be 
a hit-or-miss market 

Like Eagle and Gil, Robin 
will be printed by Eric Bemrose 
Ltd., at Liverpoo! 


Comic will take 
3-D ads. - 


A three-dimensional comic strip 
appears this month in the Lone 
Star Magazine published by Die 
Casting Machine Tools Ltd., of 
Palmers Green, London, N.13. 

F. Phillips, the magazine's 
editor. told Ap\tRTISER’S 
WEEKLY that they would be will- 
ing to accept three-dimensional 
advertisements for the comic. 
But all production work would 
have to be handled by the pub- 
lishers as the technique used was 
still secret. Normal space rates 
would apply but an additional 
fee would be charged 

Lone Star Magazine made its 
debut last month with a circula- 
tion of 50,000. Print order for 
the second issue with the three- 
dimensional strip was 100.000. 

The stereoscopic strip feature 
can be read as an ordinary strip 
but to get the three-dimensional 
effect it has to be cut out and 
inserted in a viewer which is 
sold through newsagents at Is. 6d. 

Die Casting Machine Tools 
are an engineering firm who re- 
cently started making toys as a 
sideline. 


ADVERTISER'S WEEKLY 


LAYTON’S NEW 
TYPE CABINET 


To introduce their type cabinet 
to advertising agents, C. & 
Layton Lid. entertained 140 of 
them to lunch at the Savoy last 
week. There Howard Riddell 
announced that he had arranged 
for the cabinets to be serviced 
every two months-—“so that the 
dog-cared sheets can be replaced 
regularly.” 

The picture above (left) shows 
Mr. Riddell with Sir Francis Mey- 
nell and Norman Moore (8. H. 
Benson Ltd.) examinine one of 
the cabinets. On the right, Noel 
Layton welcomes James Fitton, 
of C. Vernon & Son Ltd 


—— 


eT 


results 


Successful candidates in the ex- 
aminations of the Institute of 
Incorporated Practitioners in Adver- 
tising, held last December, were: 

Final: Miss R. J. Barnes (Design 
Advertising Ltd.); A. H. Boxer 
(Lipton (Overseas) Lid.); M. A, 
Borkett (Commercial Advertising); 
W. Bushell (The Clayton 
Advertising Agency Litd.); FP. W. 
Larne (C. Vernon & Sons, !td.); 
T.” A. Grinsted (S. H. Benson 
Lid.); G. A. Hewett (PF. John Roe 
Lid.); I. R. MacGregor (D. J. 
Keymer & Co., Ltd); P. C. H. 
Wyllie (S. H. Benson Ltd.) En- 
trants numbered 26. 

Intermediate: WH. G. 

(L. Graham Browne 
Bryan (Pictorial Pubheity Ltd.); 
A. H. Butler (FP. Martin Harvey 
Advig. Service Ltd.); B. J. Cronin 
(Sun Advertising Ltd); H. G. 
Davies (Design Advertising Ltd.); 
S. J. Denton (S. H. Benson Ltd.); 
R. A. Fraser (C. Vernon & Sons, 
Ltd.); L. V. Geil (Rex Publicity 
Service Lid.); E. J. Gutteridge 
(Alfred Bates & Son, Ltd.); R. C. 
Hanson (Alfred Bates & Son, Ltd.); 
C. S. Heath (Spottiswoode, Dixon 
& Hunting, Ltd.); F. J. Josting 
(Stewarts); J. L. Kalp (G. S. Ger- 
rard); A. S. Levy (Willings Press 
Service): D. G. Lovell (Pritchard, 
Wood & Partners); C. Marsh 
(Tibbenham Publicity Ltd.); 
K. C. A. Osborne (Foote, Cone 
& Belding Ltd.); P 
(S. H. Benson Ltd.): R. 
mer (Walter Pearce Ltd); 
Reader (MacLaren Adv. Co., 
A. R. Robinson (G. Street , 
Ltd.): H. E. Rose (bdward Mar- 
tin Harvey Advig. Service Ltd): 
R. S. Wilson (Technical & General 
Advertising Agency Ltd): G. L. 
Wrightson (Gordon & Gotch Ad- 
vertising Ltd.). Entrants numbered 
193, 


Baulcombe 
lid); P.M 
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‘News About People 


C.W.V. Truefitt 
- , 
to succeed 


William Faux 
— 


PROMOTION FOR 
IDEAL HOME MAN 


William Faux is retiring from 
the position of director of adver 
tising to Associated Newspapers 
Ltd. as from April next. Charles 
W. V. Truefitt, the organiser ot 
the Daily Mail \deal Home 
Exhibition, will succeed him 

Mr. Faux, active in advertising 
for 49 years, was appointed to 
Associated Newspapers on January 
1, 1921, by Warcham Smith, then 
advertisement director, as an ad 
vertisement representative im the 
ideas and business development 
department of the Daily Mail under 
Cc. S. Milthkin He went to Man 
chester in 1925 to open the first 
Northern advertisement department 
for the Daily Mail, subsequently 
returning to London as assistant 
advertisement manager to Lawrence 
W. Hoey on the Daily Mail in 
1929. He was also assistant to 
L. Raftery throughout the war 
years until July, 1947, On August 
1, 1948, he was made advertisement 
manager, Daily Mail and director 
of advertising in November, 1949 

Mr, Truefitt has been organiser 
of the Daily Mail Ideal Home 
Exhibition since 1947 and is respon- 
sible for the 1953 Exhibition which 
opened on Tuesday. 

From 1931 to 1947 he was adver 


‘ 


la 


Jack Ferguson D. McKenna 


STANDS FIRST 


AND FOREMOST IN TOWN 


AND COUNTRY 


usement manager of the London 
Evening News after cightcen months 
as advertisement manager of the 
Sunday Dispatch. Immediately after 
the first world war he was in 
politics, but joined Associated 
Newspapers in 1922 and from 1923 
was British business manager of the 
Continental Daily Mail. 
* - * 

Appointed assistant to DD. R. 
Griffiths, director of the Incor 
porated Sales Managers’ Associa 
tion. is Jack Ferguson, formerly 
meetings secretary of the Road 
Haulage Association and general 
secretary of the Incorporated Ad- 
vertising Managers’ Association, A 
Canadian, he first came to Britain 
to fly with Bomber Command. He 
was shot down over Berlin and 
was 4 prisoner in’ Germany for 
over a year, 

* * 

Fred Avery, for the past six 
years public relations and develop 
ment officer to Wolverhampton 
Corporation, is moving to Bristol at 
Faster where he is taking over 
duties of publicity officer to the 
South Western Gas Board. He ts a 
past chairman of the Publicity Club 
of Wolverhampton. He was pre 
viously with Goodyear publicity 
department and, prior to his 
Wolverhampton appointment 
worked in London — advertising 
agencies after a varied career in 
journalism, 


4. V. French 


TEMPLE BAR 2468 
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TWO RETIREMENTS 


Eric Schofield 


must rest 


Eric Schofield, director and 
general manager, Kemsley News- 
papers in Manchester, has been 
recommended by his medical ad- 
visers to relinquish active duties for 
an indefinite period and has con- 
sequently resigned from the board 
of Kemsley Newspapers Ltd. 

Mr. Schofield had been associated 
with the company for 42 years. He 
joined Edward Hulton & Co., 
in 1911, and after serving in the 
1914-18 war rejoined the advertisce- 
ment department. In 1924 when 
the company was acquired by 
Kemsley (then Allied) Newspapers 
he was appointed advertisement 
manager of the Manchester office. 
After a period in London in 1935 

returned to Manchester as 
advertisement manager ol 
Group of provincial papers 
om 1940 to 1945 he was director 
and = general manager of — the 
Kemsley Glasgow Group of news- 
papers, and in 1945 was appointed 
a director of Kemsley Newspapers 
Lid and general manager of 
Kemsley House, Manchester. He 
has been away on sick leave for the 
past month 


7 . 
‘Pictorial’ loses 
. 
Alf Higgs 

Alfred Higgs, assistant advertise- 
ment manager of the Sunday Pic- 
torial, has retired. Last Friday 
at the Savoy Hotel the directors of 
the Daily Mirror and Sunday Pic- 
torial entertained him to lunch at 
which he was presented with a 
radiogram. 

Mr. Higgs joined the advertise- 
ment department of the Dail; 
Mirror «a few months after its in- 
ception, on February 29, 1904: he 
was 17 years of age. At that time 
the sale of the Daily Mirror was 
at its lowest ebb and by an odd 
coincidence it commenced to climb 
from the day of his arrival. For 
a long time the youthful recruit to 
the advertisement department was 
known as the Daily Mirror's mascot 
He was transferred to the Sunday 
Pictorial in 1922. 

Asked to name the proudest 
moment of his career, Mr. Higgs 
after considerable hesitation, said 
that it was on April 14, 1935, when 
he produced the advertisement 
make-up for the first 48-page Sun- 
day Pictorial. This issue carried 644 
columns of advertisements. In those 
days the Pictorial carried only four 
columns to the page. 


John Coope, deputy chairman of the “Daily Mirror’ and a director of 
the “Sunday Pictorial,” says farewell to Alfred Higgs, assistant advertise- 
ment manager of the “Sunday Pictorial” at a Savoy lunch given to Mr. 
Higgs on the occasion of his retirement. Looking on (eft to right) are: 
J. Allan, Harold Barkworth, James Cooke, George King, A. Swan, H. 
Sullivan, Hugh Cudlipp (editorial director), J. Wrightson, John Clarke, 

F. Debenham and G. K. Le Fevre. 


Promoted from commercial man- 
iger to chief commercial and public 
relations officer, London Transport, 
is D. McKenna. He wil! continue 
to be responsible for the commer- 
cial department and will now take 
over public and press relations and 
publicity, hitherto controlled by 
G. Dodson-Wells, whose transfer 
to the British Transport Commission 
as commercial advertising officer 
was announced recently. 


* * 

A. V. French, editor of Shoe & 
Leather Record, has been appointed 
to the board of that company. Prior 
to that he was publicity officer for 
the Leather, Footwear and Allied 
Industries Export Corporation. 
From 1917 to 1944 he was on the 
ditorial staff of the Shoe «& 
Leather News being assistant editor 
for a considerable part of that 
period 

* +e 

Howard Wadman, creative con- 
troller at Greenlys Ltd.. and H. 
Underwood Thompson, marketing 


and merchandising chief, have been 
on a five day trip to Paris to meet 
clients, to see the spring collections 
and report on the latest display 
trends. Now they are to consider 
the new home campaign fog Greenlys 
fashion and beauty accounts. 
* * * 


Fleetwood Pritchard, chairman, 
F. C. Pritchard, Wood & Partners 
Lid., has returned from a visit to 
East Africa, where he has been to 
advise the administration of the 
East African Railways and Har- 
bours about their public relations. 
He was accompanied by Henry 
Deschampsneufs, manager of 
P.W.P.’s_ overseas department. 

* * 

Edward Wright has joined Allar- 
dyce Palmer Ltd. as a visualiser and 
copywriter. At the end of the war 
he joined Future as a layout artist, 
then moved to Metro-Goldwyn 
Mayer as a visualiser. 


@ More News About People 
on page 463 


FOR ENTERPRISE 
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General Manoger: G. L. McLELLAN 
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reads the 
Sunday Pictorial 


every week 


ADVERTISER'S WEEKLY 


Every week one family out of every 

three in Great Britain reads the Sunday Pictorial. 
For, with an average net sale of more than 
5,128,887, the Sunday Pictorial goes into millions 
of homes all over the country. It is 

read by every adult member of the family 

on the best advertising day of the week 

the day they have time to read 

advertisements at leisure, and 


sales messages sink in. 


SUNDAY PICTORIAL 


Space in the Sunday Pictorial is exceedingly 
economical, too. Compared with 1939, its square 
inch per thousand rate has increased much less 


than that of any other Sunday newspaper. 
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TEST CASE RESULT 


Lorry with ads. is held to 
be ‘mobile ad. station’ 


WO advertisements displayed on a lorry which was parked 
in a Liverpool car park for seven and a half hours, were held 
by the stipendiary magistrate at Liverpool, to have contravened 
the Town and Country Planning (Control of Advertisements) 


No extra signs 


certificate 


London's 28 metropolitan 
boroughs have been consider- 
ing whether or not extra con- 
ditions should be imposed 
when granting consents under 
the control of advertisements 
regulations for electric sign 
structures, 

through their standing joint 
committee, they have decided 
that the safe use of electricity 
in connection with such ad- 
vertisements is primarily a 
matter for the advertiser, and 
that they have no power to 
force him to submit a certifi- 
cate of satisfactory installa- 
tion. 

But boroughs are being ad- 
vised, when granting consents, 
to draw the attention of ad- 
vertisers to the need for 
compliance with the require- 
ments of the London Electri- 
city Board, 


Mills & Rockleys 


acquire Halstead’s 


Mills & Rockleys, Ltd., have 
taken over the Halstead Billpost 
ing Company, of Halstead, Essex 

The complete rebuilding of all 
the sites in this town is planned 
and should be completed within 
the next three months. 


. 
Bus ticket ad. 

Powell Refrigeration Services 
(Sheffield) Ltd., have contracted 
to advertise on eight million tram 
and ‘bus tickets issued by the 
Sheffield Corporation during the 
g6ummer months of 1953/4. Frank 
Mason and Co., Ltd, London, 
are the agents for this contract 


. 
‘Barnsley Chronicle’ 

Owing to a printer's error which 
led to an unfortunate transposition 
of figures, the circulation figures for 
the Barnsley Chronicle were mis- 
quoted in our February 12. issuc. 
The A.B.C. certified figures were: 
January-June 1952, 39,234; July- 
December 1952, 39,408. Since those 
figures were published the circula- 
tion of the Chronicle has passed the 
40,000 mark and it claims to be one 
of the few weekly newspapers in 
the U.K. taking up their full paging 
allocations. 


Regulations, 1948. 

He imposed a fine of £20 on 
More O'Ferral) Ltd., advertising 
contractors, Old Bond Street, 
London, who had pleaded not 
guilty to a summons which 
alleged a contravention of the 
regulations by displaying two ad- 
vertisements on the car park in 
Paradise Street, Liverpool, with- 
out the consent of the local 
authority. 

The summons had been des- 
cribed as a “test case.” 

Mr.R. H. Nicholson, prosecuting, 
said that the advertisements were 
on boards attached to the lorry 
and he contended that it was “a 
mobile advertisement station.” 

The regulations exempted 
vehicles but defined a vehicle as 
being normally employed as a 
moving vehicle on the highway 
or railway. 

Ihe defence was that the lorry 
came within the terms of exemp- 
tion as it had been used for the 
purpose of maintaining _ per- 
manent sites in the North of 
England, and that the prosecu- 
tion had failed to prove that it 
was not normally employed as a 
normal vehicle. 

Mr. W. D. T. Hodgson, defend 
ing, submitted that the whole 
tenor of the regulations was aimed 
against permanent advertising. To 
say the regulations were aimed 
against a three-ton lorry which 
was static for seven and a half 
hours on a site in the middle of 
Liverpoo! made nonsense’ of 
them. 

The stipendiary magistrate said 
that his interpretation of the 
vehicle exemption clause meant 
a vehicle normally employed in 
the transport of passengers or 
goods, and that any display of 
advertisements on such a vehicle 
was merely incidental to its 
ordinary use. 

He was satisfied that this lorry 
had been designed or adapted for 
the main purpose of displaying 
advertisements, and it was a 
breach of the regulations. 


Another studio 


John French & Partner Ltd. 
have opened a second studio at 
Carlton House, Great Queen 
Street, London. Brian Kirley is 
joining as a photographer work- 
ing for both editorial and adver- 
tising accounts 


«ig 


Ads. around the 
map 

Electrical pictorial press button | 
maps, surrounded by advertise- 
ments (as above), are being in- 
stalled in many leading cities and 
boroughs throughout the country. 

They are produced by the 
Elton Illuminated Civic Maps 
Company, of Cardiff. The maps, 
in full colour and easy to read, 
are surrounded by nine advertise- 
ment spaces, size 9 in. x 8 in. 
each, Lighting is controlled by 
time switch. Already, installation 
arrangements have been com 
pleted with 21 towns and cities, 
as well as the Welsh Tourist and 
Holiday Board 

The company has also pro- 
duced an electrical timetable, for 
which negotiations are now pro 
ceeding with large passenger 
transport undertakings under 
municipal control 


Consumers hit at 


gas board magazine 


Leslic Hardern, P.R.O., North 
Thames Gas Board, defended the 
publishing at a loss, of the Board's 
quarterly magazine Modern Living, 
against criticisms of the consumers 
consultative council meeting 

Modern Living has a circulation 
of 150,000 and sells at 3d. There 
was a deficit of over £700 on the 
current issue. 

The Critics complained that it con- 
tained too little specific gas board 
publicity and was too much con- 
cerned with general home topics. 

Mr. Hardern said that much of 
the content was indirect publicity 
for gas. The present subsidy was “a 
mere nothing’ compared with what 
the Board would have to pay for 
the same amount of advertising in 
any other media. He promised to 
examine suggestions that the maga- 
zine should carry a section devoted 
to consumer council news and infor- 
mation about the Board's activities 

he council agreed, by a large 
majority, to reconsider the matter 


in three months time. 


calling every month on 
every Trade Buyer... 
. .. and staying there 
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CORONATION 
MONTH DIARY 


ADVERTISER'S WEEKLY has been 
asked to publish, for the guidanc« 
of those wishing to arrange social 
or other .gatherings at that time. 
a diary of the principal events a 
fortnight before and after the 
Coronation. The second list, includ- 
ing both public and advertising 
reat 5 ars below. This, with 
any additions, will be repeate 
April and May. — 
May 21.—Publicity Club of London 

luncheon to the Lord Mayor. Cafe 


May 27-30.—Industrial Exhibition. Belf 
May 27- Suse 10.—London ’ Fashion 


ht 
May 27.—H.M. The Queen to attend 
Commonwealth Parliamentary Asso- 
eae seaoon, Westminster Hal! 
a 5 "yal Garden Ps 
hg nog i en Party, Bucking- 
June 2.--THE CORONATION 
The Queen drives thre 
East London in afternoon _—_—— 
June 3-6.—Bath and West and Southern 
Counties Show, Bath 
June 4.—H.M. The Queen drives through 
North London—afternoon 
June 4.--The Oaks, Epsom 
June 4.—1.1.P.A. Coronation Ball, 44 
Belgrave Square , 
June S.--H.M. The Queen holds Evening 
Reception, Buckingham Palace 
June 6. —— Day Epsom 
Jaily Express Coronation Shee 
Dog Trials, Wythenshawe Park, Mes 


H.M. The Queen drives 
thr 
South London—afternoon ; —_ 
June 8. The Queen attends Gala Per- 
formance, Royal Opera House, Covent 
Garden 
June 8. -Advertising Association Corona- 
tion luncheon, Dorchester Ho‘el 
June = 8-10.—British Poster Advertising 
Associa:ion Conference, Torquay 
June 8-18.—British Plastics Exhibition 
Olympia 
June 9.-H™M The Queen attends service 
at St. Paul's, morning, and drives 
‘ pe West London, afternoon 
une 0.—Roya! Tournament ) 
Earls Court apis 
June 11. rhe Queen's Biethday, Troop- 
ing the Colour, Horse Guards Parade 
June 11.—England v. Australia (First 
Test Match), Nottingham 
June 12.—H.M. The Queen 
Evening 
Buckingham Palace 
June 13.—-H.M. The Queen visits Windsor 
and Eton 


lunches at 
Reception at 


P ee 
Export Handbook’ 
The eighth edition of an Export 

Handbook will be available free 

from the Port of London Authority's 

stand at the B.I.F. (Birmingham). 


Specialised 
Trade Journal 
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 Vlews for Sereen Advertisers 


P&D 


ANNOUNCE THE 


1-MINU WE 20 M 


distribution facilities 
IN 3,500 CINEMAS 
INCLUDING 400 ARC 


For full details write or phone now to 


PEARL & DEAN LTD 


Screen Advertising 
33 DOVER ST., W.I. Tel. MAY 7494 


DIRECTORS: ERNEST PEARL (Chai ) - R. W. DEAN ~ C. PEARL (Joint Managing Directors) - W. J. COLLINS ~ D. HARRIS 
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Sponsored TV films new style 


426 


‘LOW PRESSURE’ SELLING: FRIENDLY 
MANNER AND FINE PHOTOGRAPHY 


i) XAMPLES of the restrained manner in which an adver- 
lising message can be put across in a sponsored television 
show were given in London last week at a private showing 
of British-made films now being screened on a New York 
television circuit under sponsorship of the Liebmann 


Breweries Inc. 

Foote, Cone & Belding Ltd. 
gave the first showing of selec- 
uons from “The Rheingold 
Theatre” series of half-hour 
dramatic shows, produced by 
Fairbanks Productions Ltd. and 
starring Douglas Fairbanks Jnr. 

Liebmann Breweries are a 
client of the agency's New York 
office. 

Advertisers, officials of organ 
ised advertising, and B.B.C. tele- 
vision chiefs Cecil Madden and 
R. McCall, were among those 
who saw the show. 

The general impression (writes 
Wilton Evan) was that the 
“middle commercial’ was a neat 
essay in “low pressure’ selling. 

Those who came fearing 
(metaphorically) that the beer 
would be poured down their 
throats, were surprised to find 
themselves regaled with only a 
few sips of salesmanship. 


Scripted by F.C.B. 

“Commercials” were scripted 
by F.C.B., a member of Godfrey 
Howard, head of F.C.B, London's 
radio and television department. 
Shooting took place at Elstree 
Studios under F.C.B, supervision. 
All “commercials” were filmed 
in a reproduction of Douglas 
Fairbanks’ study in his Cali- 
fornian home. 

The programme presented last 
week consisted of two parts. First 
was a complete 30-minute show, 
including the “built-in” Rhein- 
gold messages, seen exactly as 
transmitted over TV in New 
York. The show was “The 
Scream,” a drama _ starring 
Douglas Fairbanks and Con- 
stance Cummings. 

Four “middle commercials” 
from other shows in the series 
followed. These were given by 
Gordon Oliver, an American 
actor, The screen story is pre- 
sented as two acts in a play, the 
main “commercial” being by way 
of intermission. 

It is in homely, genial style. 
In one “commercial” Gordon 
Oliver mentions that he is a 
friend of Fairbanks and has been 
asked to stand in as the man 
behind the Rheingold glass 

In another he mentions that 
“Doug” makes a collection of 


$.C.PEACOCK Ltd 
for Export Advertising 


menus from famous restaurants 
all over the world... . Examples 
are shown, ... What gastronomic 
memories they evoke. . . . But 
after all one need not travel to 
yet the finest beer. . . .Rheingold 
extra dry, of course, “the beer 
with that extra dry flavour which 
appeals to the connoisseur.” 

Such are the bare bones of a 
typical F.C.B. “commercial”- 
but television being a_ visual 
medium the message gains full 
impact by friendly style and fine 
photography. 

Ihe beer--even in black and 
white--looked crystal and invit- 
ing. When Mr. Oliver spoke the 
words “extra dry”—they sounded 
that way, too. 

Average time on the studio 
floor has been five days for each 
film with extra’ for location 
shooting. 

Directors of the shows include 
Bernard Knowles, Leslie Arliss, 
Lawrence Huntingdon and 
Charles Saunders; and British 
technicians, members of the 
Association of Cine Technicians, 
have been employed. 

Included in the casting for the 
series are such stars as: Renee 
Asherson, Felix Aylmer, Anouk, 
Greta Gynt, Hugh Burden, 
Ernest Thesiger, and Margaretta 
Scott, 

Writers include Paul Vincent 
Carroll, Roland Pertwee, Selwyn 
Jepson, F. L. Green and Leslie 
Arliss. 


Job for a salesman 


The President of the Board of 
Trade should be a_ top-ranking 
sales manager, Charles M. C. 
Symes, sales director, Allied 
Bakeries Ltd., told the Royal 
Counties branch of the Incor- 
porated Sales Managers’ Associa- 
tion, 

Politicians talked about mak- 
ing more goods but failed to 
realise that selling came first, 


Great shakes 


The director of a _ leading 
advertising firm—names not dis- 
closed—was quoted in the Sun- 
day Express as saying: “Hand- 
shakes make a great impression. 
The ideal advertising handshake 
comes from a firm, cool hand.” 
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‘commercial’ 


This still is from the commercial for “Destination Milan” one of the 


“Rheingold Theatre” series. 


Its theme is the changes which the jet 


age has brought to international travel. 


Staff morale can be improved 
by good public relations 


The benefits to be derived from 
public relations, and methods of 
obtaining them, were discussed at 

n “Open Forum” following the 
annual meeting in London of the 
National Federation of Dyers and 
Cleaners Public Relations Or- 
ganisation, last week. 

The panel, introduced by 
Kenneth Barker, chairman of the 
public relations committee, com- 
prised Sir Stephen Tallents, Miss 
Ailsa Garland, woman's editor, 
Daily Mirror, Mrs. Verral Dun- 
lop, of Fashions and Fabrics, 
and C. R. Rant, Editor of 
ADVERTISER'S WEEKLY. 

Public relations, said Sir 
Stephen, performed a double 
function. Not only could good 
public relations create under- 
standing of aad goodwill towards 
a business, but in so far as it suc- 
ceeded it could improve staff 
morale. People felt proud to 
work for a business that ob- 
viously stood high in public 
esteem. 

Everybody in a firm or organi- 
sation could take part in public 
relations, for everyone, whatever 
the position held, should be an 
ambassador to the public to ob- 
tain goodwill and avoid wastage. 

Speaking of press publicity, 

Sir Stephen emphasised that 

the purchase of advertisement 

Space gave the advertiser no 

right whatever to influence 

what did or did not appear in 
the editorial columns. 

Explaining the distinction be- 
tween advertising and public re- 
lations, Mr. Rant said that when 
an advertiser one space he 


bought the right, within certain 
limits, to say in it what he liked, 
how he liked. Usually, he used 
it for direct selling of his pro- 
ducts or services, though it could 
be used to promote goodwill, 
which was a function of public 
relations. 

When seeking goodwill publi- 
city in a medium that was not 
paid for, such as editorial space, 
he must put over his story in a 
way acceptable both to. the 
medium and to its audience. He 
could not therefore be the final 
judge of its acceptability. 

Both Mrs. Dunlop and Miss 
Garland asked for more informa- 
tion about the dyeing and cleaning 
industry, expressed in simple 
language readers of the press 
could understand. Mrs. Dunlop 
stressed the service the textile 
trade press could render by ex- 
plaining the problems and needs 
of the industry to store buyers 
and the makers-up of materials. 


Judges for direct 


mail contest 


Entries for the B.D.M.A.A.’s 
1953 cup awards will be judged by 
the following panel, representing 
one user of direct mail, one pro- 
ducer and one authority on design 
and production: C. N. lan Harris, 
Gilbert McAllister, and Major 
C. V. Wattenbach. 

They will have as their chairman 
Chas. R. Watson, chairman of the 
Association's awards committee. He 
has organised these annual com- 
petitions for a considerable number 
of years. 


Planning, Media, Copy, Translations, 
Despatch of copy and blocks, 
Payment in any currency. 


MADDOX HOUSE, 215/221 REGENT STREET, LONDON, W.! 
Phone: REGENT 108! 
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Immediate 
response... ¥ 


... from women readers who know that 


YOU GET THINGS STRAIGHT IN THE 


~ NEWS CHRONICLE 
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@ this week begins an even greater sales-building 
campaign with the publication of the first of a series 
PSO as of four consecutive 64-page issues of unbeatable 
OSS} tiers value both to the reader and the advertiser. 
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SS =f : @ is the only mass-sale gravure weekly for ‘women 


which provides an A.B.C. Certificate guaranteeing 
its weekly net sale. 
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oe holds an A.B.C. Certificate for the period July- 
December, 1952, showing an average weekly net sale of 


= 2,370,865 copies—a new world record. 
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@ has a current weekly sale far in excess of this 
figure. 


@ is receiving Moaotone bookings for 1953 to an 
extent that is building up to a record. 


@ had, by the end of February, sold more Full Colour 


at £3,000 a page for 1953 than was sold for the whole 
of 1952. 


ADVERTISEMENT DIRECTOR 
ODHAMS PRESS LTD., 96-98, LONG ACRE, LONDON, W.C.2 
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COMMENT 


IMPATIENT 


Despite the warnings that world 
economic and financial condi- 
tions may again operate against 
the steady supply of newsprint 
in reasonable quantities, there 
is evidence of increasing desire 
on the part of newspaper pub- 
lishers to provide advertisers 
with the opportunities for 
normal competition. 

The recent snate of competition 
coupons in advertisements have 
been notable for the skill with 
which they have been  pre- 
sented. So far no rationing 
rules have been flouted, but the 
growing popularity of the 
coupon system demonstrates 
the increasing impatience with 
which restrictions are regarded. 

An” early announcement = is 
awaited from the Newsprint 
Supply Company of plans 
covering the Coronation period. 
Now surely is the time to 
review all the existing regula- 
tions with the object of their 
disposal at the earliest possible 
date. 


INTELLIGENT 


it is encouraging to encounter 
increasing signs of Govern- 
ment awareness of the value 
of advertising. 

There were fears that the 
economy axe would be sunk 
deeply into all forms of pub- 
licity spending from the public 
purse. And it is true that 
sharp reductions have been 
made in funds for the Central 
Office of Information 

That, however, is not a_ true 
reflection of the Government's 
views on publicity; it is, rather, 
a sad commentary on official 
failure to realise the value of 
public relations. 

Iwo recent items of news finally 
refute the rumours of Govern- 
ment intentions to despise all 
forms of commercial advertis- 
ing. 

Invaluable 

birst, the Home Secretary makes 
known his intention to adver- 
tise more extensively for 
recruits to the police forces. 

Second, and more important, the 
Secretary for Overseas Trade 
states categorically that there is 
no foundation to stories that 
this year’s British Industries 
Fair ‘would be the last. 

This is good news. It should 
encourage industry to make 
full use of exhibitions at home 
and abroad. Shows such as 
this are an invaluable medium 
for export marketing. 


Fashion’s first and final word. 
has the cream of Fashion readership, ha 
Net sale in excess of 50,000 a month. Ne 
Fashion’s first and final word. Fashion’s 
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Progress of the poster 


ITH the approach of 

economic stability in this 
country, the importance of 
commercial buying and selling 
iS Increasing. With this devel- 
opment, it is natural that out- 
door advertising, one of the 
most powerful selling aids, 
should become “front page 
news’——a subject to be dis- 
cussed at length, to be ex- 
ploited and developed and 
brought into focus. 

Poster firms are making won- 
derful progress in developing 
their art, under the watchful 
guidance of the British and 
London Poster Advertising Asso- 
ciations. The improvement in the 
sites, the intelligent and colourful 
use made of 
the bomb- 
Sites, new 
methods in 
displaying 
outdoor ad- 
vertising, all 
these im- 
provements 
are to the 
credit of the 
poster adver- 
tising com- 
panies and 
their parent 
associations 

Now we have the Associations 
taking an active interest in the 
improvement of poster design 
Recent publicity has made it 
apparent that the general public 
considers this is needed. The 
method by which the Poster Ad- 
vertising Associations approached 
this problem was by holding an 
International Poster Design Com- 
petition with the following aims 
in view; (i) to improve the 
general standard of poster design, 
(ii) to contrast foreign trends in 
poster design with British, (iit) to 
feel the ptise of the amateur 
talent in the country, including 
the students who will provide the 
commercial artists of to-morrow 
Referring to foreign competition, 
it is very gratifying to see that the 
British entries have more than 
held their own in a field where 
the Continental artists excel 

When looking at these posters, 
the layman might be a little dis 
appointed with the design, but 
the professional would  auto- 
matically take into consideration 
the use of the poster as a selling 
force, and its suitability for en- 
largement to the appropriate 
size. These points were borne 
in’ mind by the judges when 
selecting the winning posters. 

Poster design should be con- 
tinually improving Unfortun- 
ately, this responsibility is one 


has the cream of Fashion readership, 


Fashi® 


has 


over which the poster advertising 
contractor has very little control. 
While the standard of sites may 
be excellent from the point of 
view of location, construction and 
general appearance, these very 
sites may be contracted to display 


GUEST COLUMN 


by 
K. B. H. EDWARDS, 
pe 


dull, insipid and unintelligent 
posters for great lengths of time 

Although the poster advertis- 
ing contractor may fully realise 
the harmful reflection of poor 
bills on his sites, there is little he 
can do about it. Poster design is 
controlled by (a) the artists or 
studio who create it, (b) the ad- 
vertising agents or advertising 
managers who vet it, and (c) the 
sales directors or chairmen of the 
companies concerned who buy it. 
Of the three, the most influence is 
settled in the last. The poster is 
commissioned, and therefore the 
client has the final say regarding 
its design 

And so, under these conditions, 
we have the creation of posters 


@ Manufacturers are considering 
ways of defeating the activities 
of retailers who accept 
coupons and then provide a 
competing product at the 
reduced price. 

@ Circulation battle between 
the national newspapers is 
developing in the suburbs of 
London. The Sunday 
Graphic, Daily Express and 
The Star, have taken spaces 
in local weeklies of the 
Greater London's Greater 
Press series this week-end. 

@ Following market research 
into the psychology’ of 
smokers, a new approach is 
being developed for cigarette 
advertising in America. Sug- 
gested cony line is: “Your per- 
sonality can be changed by the 
type of cigarettes you choose.” 


@ A code of advertising stan- 


dards, just approved by the 
executive committee of the 


THE NATIONAL 


MAGAZINE 


COMPANY 


LIMITED, 28/30 


GROSVENOR 


GAROENS, 


approached from the wrong angle 
resulting in a proportion of pos- 
ters on our hoardings to-day 
arousing adverse criticism. It is 
this position which the British 
and London Poster Advertising 
Associations have sought to 
remedy. 

The power of the poster is de- 
sign and colour combined, and it 
is obvious that, as colour has 
such strength, it must be used in 
a way that does not jar the senses 
— but must be used to arrest the 
eye by pleasing it. Its very 
strength, used wrongly, can be a 
dangerous weapon. 

This, therefore, is the idea be- 
hind the Poster Associations’ 
hope to bring home to all the im- 
>ortance of obtaining the maxi- 
mum benefit from outdoor adver- 
tising by the blending of fine 
colour and fine design, and bring- 
ing home this point to all who 
have a hand in design execution, 
as well as the executives of the 
many firms whose products we 
are proud to exhibit. 

In my opinion, the Poster 
Associations have faced the task 
wisely and, with the poster com- 
petition, have thrown a pebble 
into the pool, the ripples of which 
should reach far and wide and 
focus attention on outdoor adver- 
tising for some time to come. 


To-morraws TOPICS 


Retail Furnishers, is to be 
circulated to retailers 
throughout the country 
within the next few weeks. 

@ Scottish Weeks to attract 
tourists are to be staged in 
London for an experimental 
period of one year. 

@ Opportunity for advertisers 
with products to sell to 
foreign visitors: Over 
800,000 tourists will come to 
Britain this year. It is 
estimated that they will 
spend £125 million, of which 
£48 million will be in 
dollars. 


@ A Government White Paper 


on commercial television is 
expected to be published next 
month. 

@® World air lines are co- 
operating in a.scheme to fly 
in to Britain a record num- 
ber of overseas buyers to 
the B.LF. 


LONDON, S.W.!I 
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There are many ways 
of deal ng with 
Customers... 


One gets the impression, when dealing with 
| various firms, that they fall into three broad 
categories—those who are customer-conscious, 
those who are what you might call “ over 
customer-conscious , and those who are seem- 
ingly unaware of the customer at all. You know 
this last variety—where, from the telephone miss 
upwards, they couldn't care less whether you 
take it or leave it. Then you have the over- 
customer-conscious organisation, where they 
Uriah Heep you. You are “ sirred” thrice in 
every sentence, but they’re scared to tell you 
that they honestly can’t manage quite what you 
want. In other words, you are allowed to suppose 
that your requirements will be met, only to be 
let down later. At Gee & Watson we try hard— 
all of us—to be customer-conscious in the helpful 
sense. We don’t grovel to a client, but we treat 
him with the respect to which he is entitled and we 
do our utmost to help him in every possible way. 


| - 


Gals CoM AUS ON 


111 SHOE LANE LONDON EC4 


Central 6555 Eighteen Lines 


Northern Office at 4 Chapel Walks Manchester 2, Blackfriars 4660 


Service in the spirit of helpfulness 


PROCESS ENGRAVERS - 


ARTISTS AND PHOTOGRAPHERS * ADVERTISEMENT TYPESETTERS ELECTROTYPERS AND STEREOTYPERS 
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LAUNCHING A NEW PRODUCT 


Tas is the first article in a new series to continue our 


FOCUS ON MARKETING feature. 


In the new series 


W. A. C. Cooper will discuss in detail the problems of 
launching a new product. These articles will not be exactly 
in the order in which the work would be carried out; some 


stages will overlap completely, others only 


partially. As 


far as possible the subject will be broken down into stages 
and these will be discussed in general order of priority. 
There are many problems to be faced, whether the 
product is in an industrial field or for a consumer market. 
The product itself has to be developed, consumer accept- 
ance and competition must be assessed and the market 


weighed up. 


But first of all this 


question must be 


answered honestly and accuratelyy WHY DO WE WANT 
TO LAUNCH THIS PRODUCT? 


HY do we want to launch 
this product?” 

Let us look at the reasons— 
there could be several and it Is 
important, belore starting to 
plan the launching of a new 
product, to know which is the 
reason—what 1s the objective— 
and to keep this in mind 
throughout the development 
and life of the product. 

A simple case may illustrate 
one good reason for keeping the 
original purpose in mind. If, 
for example, the product is a by- 
product of the main process, 
one must decide at the start 
which product is the more import- 
ant to the development of the 
firm, one must make sure that 
the profit-making possibilities of 
the major product are not 
jeopardised by too much capital, 
labour, equipment or sales effort 
being devoted to a relatively 
unimportant by-product. On the 
other hand, there have been cases 
where the by-product has grown 
to the point where its profit- 
making possibilities and cash 
turnover can exceed those of 
what was the primary or main 
product. 

Thus, at the outset, one must 
try and = envisage clearly — the 
potential market for the product 
and what this means in terms of 
profit on the investment. 

There are many other reasons 
which may be advanced for 
launching a new product and 
many sources from which the 
idea may come. Let us look at 
some of them: 

The technical staff produced 
a new development. 

The sales force need another 
product to sell to keep 
them busy and to bring 
down the sales overheads 

The factory can make it on 
the same machinery in 
“spare time” and at “low 
cost.” 


As an imsurance against pre- 
sent products going out of 
fashion. 

Competition is doing it. 

There is a consumer demand 
not met by competition. 

All the above have been ad- 
vanced by responsible manufac- 
turers as the reason why they 
are going to launch a new 
product. 

Of course, one presumes there 
is a tacit assumption that they 
will secure a profit, but because 
this is only vaguely understood 
as a factor, it is often progres- 
sively lost sight of as the mom- 
entum of the new _ product 
increases towards its launching 

Often, too, the question of 
“does the consumer want it?” is 
passed by because one or two 
inaividuals are “sure from = our 
own experience” that the market 
will take it. 

In aid of getting the basic 
thinking straight, it is worthwhile 
examining some of these reasons 
and the pitfalls associated with 
them. For, although some may 
be good subsidiary reasons, 
consumer demand and company 


' profit are the two basic reasons 


which must come first. 

“The technical staff produced 
a new development.” Research 
and technical staff are often 
convinced that it would be a good 
idea for their company to market 
a product because they think 
they can make either something 
which is new or revolutionary, or 
something which represents a 
distinct improvement, in_ their 
opinion, on an existing product. 
This is as it should be. They 
are paid to seek improvements to 
products and new products which 
the plant can feasibly produce. 
However, while their judgment 
of what is technically a good 
product cannot be denied, their 
judgment as to whether it will 
sell and produce a profit is often 
not sound. These laboratory 


products which have been “con- 
sumer tested” on employees’ 
wives and which are “technically 
superior” to the competition can 
too often come unstuck when 
marketed because the opinion of 
them held by the technician is 
not that of the ultimate buyer. 

“Competition is doing ut.” 
Many manufacturers watch com- 
petition so that they can keep 
dead level with their leading 
competitor. The result ts that 
they try to copy what he is 
already doing, because he is 
marketing a certain line, they 
assume that they can put out a 
similar product with success. 

They may also feel that if they 
do not offer the same range as 
the competitor, the sales of their 
other lines will be retarded. This 
is an argument that comes most 
often from the sales side, having 
been developed by salesmen who 
feel that they have lost sales to 
the competitor because of his 
wider range. The salesmen want 
the facility of being able to offer 
everything their competitors do 
and, in so thinking, often over- 
look the basic selling plusses 
which their own products have 
over competition. 


Is there room 
on the market? 


The argument that “competi- 
tion is doing it and therefore we 
should” very often leaves out the 
all-important question of whether 
there is room in the market for 
another product. If this is not 
considered carefully, the result of 
the launching may be a failure 
or a_ splitting of the market 
hetween the new and the old 
product with both manufacturers 
getting too small a share to make 
it worthwhile 

The most important first step 
to take in thinking about launch- 
ing a new product is to make an 
accurate assessment, if possible, 
of the total market for this pro- 
duct or type of product. Until 
one can form some idea of the 
potential demand for a product, 
one cannot really assess its profit 
potentialities. 

Who are the people best fitted 
tc decide whether to launch a 
new product and how should it 
be done? 

In any company there are a 
number of executives who indivi- 
dually will be concerned sooner 
or later and whose planning can 
vitally affect the development of 
the new product. All will have 
jobs to do at various stages and 
it is most likely that they will do 
them better if they are brought 
in at the start—as a Product 
Development Committee. 


By W. A. C. COOPER, 


DIRECTOR, FOOTE, CONE & BELDING LTD. 


Companies vary in their 
organisation, but the following 
executives are found in most and 
should form the core of the 
C ommittee : 

Sales manager, 

Advertising manager, 

Market research manager, 

Plant or production manager, 

Technical research manager, 

Advertising agency  repre- 

sentative. 

This committee will then have 
the task of drawing up a deve- 
lopment plan for the new product 
and specifying the various stages 
which will have to be gone 
through before the decision is 
finally made to launch the pro- 
duct. The plan will then go on 
to staie the work to be under- 
taken before the launching date. 

A product development plan 
should aim to establish clearly 
for management the following 
broad points for investigation 
before a clear product specifica- 
tion and marketing plan can be 
envisaged: 

(1) Testing consumer accept- 
ance: with a completely new 
type of product, one may have to 
establish whether the consumer 
feels any need for it or whether 
a large educationa! task will have 
to be undertaken. If the new pro- 
duct is one of a type with an 
already wide consumer accep- 
tance and use, one will still want 
to find the acceptance tor this 
new form. 

(2) Establishing the product 
characteristics: it is necessary to 
define as clearly as possible the 
most acceptable form of the pro- 
duct from the standpoint of the 
consumer, consistent with what 
can reasonably be manufactured 
and sold at 4 profit to the manu- 
facturer. Points to be considered 
are: size, shape, colours, suitability 
for various uses, and size, type 
and weight of package; the name 
of the product; the price struc- 
ture 

(3) Assessing the competition: 
careful examination must be 
made of both direct and indirect 
forms of competition, all other 
products) which partially or 
wholly fulfil the same needs. One 
must ascertain the share of the 
market held by each and, most 
important, the state of brand 
loyalty, if this can be assessed 
A full and accurate knowledge of 
the competitive products and 
their performance characteristics 
must be secured 

(4) Assessing the market: the 
first stage is to attempt an esti- 
mate of the overall] market for 


Continued on page 438 
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are vour clients [EBL VMeentwbers 7 


The FBI REGISTER, official directory oi 
6,900 Member Firms, is today’s most 
eliective export advertising medium 


As the official directory of members of Britain’s foremost association of 
manufacturers, the FBI REGISTER is in constant use by overseas 
buyers throughout the world. Its 1,000 pages of authoritative information 
list the products and services of 6,500 firms, their Head offices, branches, 
associated firms, trade names, etc. The fully cross-referenced advertise- 
ment section is a unique shop-window for every British product and 
service. See that your clients are adequately represented by this world- 


wide salesman. Further details with pleasure from the address below. 


Space available to all FBI Members—ey ery 


member should be represented in the 


1954 edition now in preparation 


Published for The Federation of British Industries by 
ILIFFE & SONS LIMITED, DORSET HOUSE, STAMFORD STREET, LONDON, S.E.1 
WATERLOO 4333) 60 LINES 
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THE FRUJADE CAMPAIGN—10 


ae OW we come to consider > . 
i the screen advertising for A C15 000 { » 
oF Frujade; and a number of by) an Ol 


a 
arbitrary decisions have to be — 
made, almost every one ol 
which open t argument screen advertising 
On one thing there is for- 
tunately litthke chance of dis- 


“ 


eat 


eh 


agreement. The Frujade By E. WARD BURTON, 

campaign must include screen . 

4 pire Director, T. Booth Waddicor and Partners 
y Here is a product at @ popular Lid.; Chairman, Education Committee, Institute 
* ere is a ct at é ‘ 


price appealing to everybody, of Incorporated Practitioners in Advertising. 

especially the younger age groups, (2) Are films to be followed by 
it is to be nationally distributed filmlets in the same theatre 
and there is a sufficiently large , The first decision is the more 
appropriation to cover the coun period of exhibition is mid-May purposes of record here is a table — difficult of the two and must be 
try. At the initial conference on '° mid-September (say 17 weeks), showing the main contractors completely arbitrary. As the film 
media the sum of £15.000 was that for the filmlet 26 weeks. with the rates. and services production costs are to be about 
allocated to cover screen advert Screen advertising business is offered: £3,000 it seems logical that not 


. P . 2 minute, le ioe ¢ . 
tising. It would have been easy handled mainly by contractors, Pg ae less than twice this sum shall be 
to spend double this amount in all the important ones of whom per week per 1,000 allocated to distribution; so that 
1 the cinemas with every justifica can Offer creative work, studio wnt a Lo viewers our total for films is about 

f tion but £15,000 it is and our facilities, printing of copies, “ABC. mae is. Kd £9,000. ~We are therefore left 
G job is to make this money do as 4istribution and inspection, ae Ind 2s9d.- 3s. 94° with £6,000 for filmlets; out of 
: ea : P heatre Publ.city . S Pgs 
s much selling as possible through The rates for exhibition are Odeon, G.B. £11 3s. Bd ee We must set —_ oped 
this medium expressed in terms of cost per Ind production costs, a part of whic 

- . Also offer : . . 

Our brief is clear. We must thousand viewers, the figures Younger Pub‘icity sum can be used for distribution 
have a 2-minute film in techni being calculated on the basis of ind none 2s. 0d.** afterwards should it be found 
color shown in the circuit cinemas 45 per cent seating capacity in PP rod operate a sliding scale—the possible to produce the filmlet 

. , aaeer vour scheme Ne lo a ou - > 4 » se 
and we must have a filmlet. For the case of circuits and 40 per age pare from the film negatives. 
production costs, therefore. we cent for independents (that is *OVoumeess ofeh 6 veliable size of With this decision made, it 
must set aside £3,000 and £500, It noumber of shows per week x ord rd ks “4 n., Wot at becomes easy to answer the 
’ z reportionate rates “Cc » ‘ > 
has been found possible on occa number of seats). Such factors as a a a iia a ae ae a second question. The distribution, 
sion to cut a filmlet from the quality of circulation and num Screen Audiences Ltd.. in the feature allocation for filmlets must be 
material shot for a 2-minuter. ber of filmlets shown are vari — Pi og A a 5 Se ons in’ used to cover cinemas in which 
view “ ou mit ce o w «et aere “ “J aa " 
Such an arrangement cannot be ables which influence the value the film is not shown, as we 
: Peace “a It is now necessary to deter-  ;egard spread. within our cinema 
considered, however, until the offered, but are scarcely subject eee gard sp ; in « 

: : Th he Mine exactly what kind of screen territory, as being of more 
scripts are ready. The short film to any rule of thumb, For the | aes : : — g ¢ 

«AVE Lising Organisation Is Main- importance than concentration 
| tained by our A.W. agency. This Our budget now reads: 

is a department under the con- 2-Minute Films ry 


e ‘' Production cost 4.000 
trol of the media directer and Sci acess clams aiconins O21 Sor 
- employs experienced staff for the 200 Independent, average £8 1,600 

» 


: 


preparation of screen advertising 40 copies 200 
schedules and the servicing and 
imspection of schemes. The . ‘ phew 

rrve fo 
department maintains close 16 Locksoadons sioumnen. average 
liaison with the contractors and 49178. 6d a 4.875 
makes full use of the creative 2D COReeS Me 258, ence a 
services provided by these con- : £14,446 
tractors. In the case of Frujade General Reserve ates 
two people have been invited to £15,000 
submit scripts and story boards. ’ 
These two are the creative section Preparing the schedule 
of Pearl & Dean Ltd. and Harold = 
Purcell, a free-lance script The preparation of a cinema 
writer formerly with Publicity schedule is rather like building 
Films Ltd. and with many @ .Press schedule — consisting 
theatrical] successes to his credit at of — tagesong 

lere 1S a Strict limit to the num 

hese two have - . : 
These two have had the advan ber of filmlets which can be 
tage of seeing all the work of the shown in anv one cinem: 
Press creative people, they have een oe 
seen the poster rough and pack- 
al 

age designs and, have listened to THE BRIEF 
Howard Wadman’'s views on all 
the work which has been done 
to date 
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(Extract from opening Frujade 
campaign article by R. S. Caplin 
ADVERTISER'S WEEKLY, Octo- 
The time available for this per 23, 1952.) 
stage of the work is short. that A 2-minute sound film in 
is one reason why two people technicolor has been booked for 
have been briefed. It has been ag weekly showing at the leading 
agreed to pay for the scripts circuit cinemas in each of the 
whether or not they are used principal towns throughout the 
. aed United Kingdom, the total period 
The preliminary budget of exhibition being om’ wake 
May until mid-September. A 
detailed scriot for this film is 
required from the creative depart- 
distribution it is essential to make mens. Ae the ae See, ——_ 
HEAD OFFICE ee MAIDSTONE Wo rather important decisions cla penta col ga 
LONOON - 80 FLEET STREET (1}How is the distribution exhibited for a 26 week period, 


money to be divided be- beginning mid-May. 
tween film and filmlets? 


Before the first calculations 
can be made as to the allocation 
of the money between copies and 
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The 
measure of success 
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The merits of an advertising agency can be gauged in several ways. 
First, by the number, the integrity and the standing of the clients it 
serves. Secondly, by the standard of work it produces ; and lastly 
(although not the least important) by the type of person the agency 
employs. 

But despite all these assets, the yardstick of measurement of an 
agency's success, is the evidence which can he found in its progress. 
This last vear, the agency of S. C. Peacock Ltd., has achieved a 


RECORD TURNOVER 


Their two offices in London and Liverpool have shown remarkable 
growth—a happy situation which can only arise from the satisfaction 
of a large and ever-increasing list of clients. 

S. C. Peacock Ltd., specialise in producing advertising designed to 
sell. In their two offices they offer the services of a staff of over a 
hundred, as well as a special export department with world-wide scope 
and activities. 

Advertisers who consider that this go-ahead and successful agency 
might he of use are invited to call at either office. 


S$. C. Peacock Limited 


Incorporated Practitioners in Advertising 


MADDOX HOUSE, 215 REGENT ST., LONDON W.1. REGENT 1081 
21 LEIGH STREET, LIVERPOOL 1. ROYAL 8861 
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we don’t 
say we’re 
the cat’s 


whiskers 


That sort of claim gets you 


nowhere. What we do say is that as a direct mail 


agency we have roots but no grass underfoot. And in 


case we've ever given you the impression we're a high 


falutin crowd that think of nothing less than ten-shot 


campaigns in six colours, let’s say this: At CL we 


lavish as much care and attention on the straight- 


forward facsimile letter, list-building, addressing and 


mailing jobs as we do on those campaigns which bear 


our creative thumbprint. The fact is, now our old 


Headquarters at Publicity House is entirely devoted 


to production, we're going all out to give you a 


better than ever service for this type of work. It’s a 


point worth bearing in mind. 


GL 


CHADWICK-LATZ LIMITED 


Creators and Distributors of Direct Advertising 


About those roots—they go back 
to 1901. Our booklet THE DIRECT 
APPROACH shows how we've 


moved with the times. It’s yours 
for the asking. 


Alexander House + Shaftesbury Avenue » wc2 + Temple Bar 2645 
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The Frujade campaign continued 


that information must be sought 
from the contractors as to what 
is available. But as far as the 2 
minute film is concerned there 1s 
less likelihood of difficulty. Few 
cinemas are fully booked for this 
kind of film 

The method we shall adopt in 
the case of Frujade will be to 
select first the cinemas to show 
the 2-minute film. We will spread 
the bookings over the seven main 
conurbations and add the eight 
population centres of over 
250,000 and the 26 centres of 
100,000 and over (see ADVER- 
riser’S Weekty, February 12, 
Supplement, page iv). In the 
country as a whole, therefore, we 
are planning to cover to some 
extent the cinemas which serve 
half the total population and we 
can afford one cinema to about 
every 45,000 of population in 
these centres. The bookings will 
be divided between Theatre Pub- 
licity, covering the Odeon- 
Gaumont Theatres, Pearl & 
Dean, the new organisation 
covering A.B& and Presbury 
with the smaller circuits and the 
Independents 

The objective will be to get the 
best value for money in every 
centre and to arrange bookings 
by dates evenly over the period 


| so that we do not have to print 
| more copies than provided for 


in the budget 
A map will be used. Cinemas 


will be marked as booked and 


the distribution checked geo 
graphically for spread. When 
this part of the booking has been 


| completed the filmlets will be 


arranged in the best theatres 
ivailable to improve the cover 


Next and final article in the 
Frujade_ series, which demon- 
strates the planning of a cam- 
paign for a new fruit drink in 
tablet form, will cover the actual 
scripts for the advertising films. 

Student readers (the term 
“student” will be liberally inter- 
preted) are reminded that “Ad- 
vertiser’s Weekly” has offered a 
prize of £5 5s. for the best com- 
ment on the Frujade campaign, 
in not more than 1,500 words. 
This may be either a criticism or 
an alternative suggestion for any 
part of the scheme. 


age already established for the 
2-minute film. The booking will 
be divided between Youngers and 
Presburys. The 300 indepen- 
dent cinemas will also be placed 
within the areas already defined 
and will improve the coverage so 
that there will now be approxi- 
mately one cinema showing either 
film or filmlet to every 30,000 of 
population. Thus Clydeside will 
have 58 cinemas while Greater 
London has an allocation of 
about 280, and so on. The 
schedule will thus be built up 
gradually and the information 
passed on through the account 
executive so that client's travellers 
will know exactly when and 
where the screen will be exerting 
sales influences in their territories. 

We will send, through the 
usual channels, one idea forward 
to the sales manager of Frujade. 
Why not offer Frujade for sale 
in cinemas, a Mono container of 
water and a Frujade tablet for 
2d.? 


Frujade theme for learners’ 
design competition 


Twice a year Boxfoldia Ltd... 
of Birmingham, hold a design 
competition for the younger 
members of their studio, who, in 


| their own time, produce sketches 


for a given assignment. 

When, last December, a sub 
ect had to be 
chosen, it was de 


| cided to tie up the 


competition with 
the ADVERTISER'S 
WEEKLY Frujade 
campaign, and to 
set entrants the 
task of designing 
a display container 

C ompetitors Were 
given the packag- 
ing “brief” for 
Frujade, with Peter 
Ray's design (Ap- 


_ VERTISER’S WEPKLY, 


November 20) as 
a sample for size 
and stvle 

The judges—six 
Boxfoldia execu- 
tives. including the 
publicity manager, 
Miss M. K. Murray 

selected two 
designs as winner 
and runner - up. 
The entries were 


then sent to Peter Ray, who 
without knowing the judges’ 
verdict, made an identical selec- 
tion. 

The design shown here won the 
first prize for a 20-year-old 
apprentice. 
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Blackpool’s Electric News Reel was 
read by 8 Million potential buyers in 
1952, and is being used by leading 
National advertisers for short or long 
term periods (1 week to 52 weeks). 
May we give you further particulars. 
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gery principles made 
clear during a recent visit to 
U.S.A. were: 

Ihat the advertisement order 
form is a major adjunct of the 
accounting system and should be 
designed to that end, (It would 
be a good thing if Newspapers in 
this country could get together 
and design a form which would 
be common to every newspaper 
otfice,) 

Classified credit advertising 
from private individuals is pos- 
sible on a short term credit basis. 

Ihe telephone is the most im- 
portant tool available to any 
classified department and = a 
special office staffed by girls, 
seated at typewriters, using head 
phones and chest microphones ts 
the ideal way to handle jt. 

The composing room exists to 
set and assemble type, not to 
sort copy. 

Classified ads, must = pass 
through a checking point before 
proceeding to the composing 
room. At this checking point, 
bad ordering-up can be corrected, 
bad copy deciphered, and un- 


4 


An Irish gas supply company 
A mining company in India 
\ steelworks in’ Pakistan 
A shipbuilder in Sweden 
A workshop in Belgium 

A Mexican tank maker 

An Egyptian Ministry 

A sawmill in Nigeria 

A Peruvian Ministry 

A Duteh shipbuilder 

A foundry in Spain 


THE JOURNAL FOR 


What we can learn from U.S. 
on classified ads. 


Reported by Frank Hayes, advertisement manager, 
Manchester Evening News, to the recent ‘classifieds’ 
convention at Birmingham. 


BUSIN 


A few examples (and only a few) of the 
type of buyer using this free service 


A plastics goods manulacturer in Denmark 
A South African manufacturer of windows 
A Brazilian manufacturer of hardware 
A German machine tool manutacturer 

A bicycle manufacturer in Argentina 

A krench automobile manufacturer 

A world famous European airline 

A Portuguese electrical authority 


A transport company in Malaya 


acceptable copy and bad risks 
killed immediately. 

At the checking point, too, ads 
must be assembled into their 
classifications and sent to the 
composing room in “takes” of 
70 or 80 lines, so that they can 
be passed from the composing 
room desk straight to the lino 
operator, 

For an evening paper a 6 
o'clock dead-line the previous 
day is sufficient and taking for 
the same day’s paper unnecessary, 
always excepting, of course, 
births, deaths and marriages. 

Classified representatives 
eventually should work hand in 
glove with telephone ad. takers 
and hand customers over to the 
telephone system as soon as pos 
sible 

A good, accurate “stop-ad.” o1 
“kill-ad.” system is essential, if 
the newspaper is to fulfil its job 
of being a good pulling medium. 

The classified department 
should, as soon as possible, rid 
itself of any chores not actually 
connected with the selling of, or 
handling of classified advertise 
ments 


then featured in the “Business Opportunities” sections of both 
editions of our journal resulting in 34,615 additional introduc- 


tions between prospective buyer and seller during 1952. 
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LAUNCHING A NEW PRODUCT 
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Continued from page 432 


the type of product or of pro 
ducts which fulfil the same needs 
in terms of consumers, and then 
in annual consumption for the 
average consumer. It is then 
often possible to secure an esti 
mate of the annual consumption 
of the products supplying the 
market and thence an idea of the 
degree of saturation of the mat 
ket To determine from this 
material the actual] share of the 
market which can be secured by 
the new product in its launching 
period and subsequent years js 
then one of the most important 
and difficult tasks facing the Pro- 
duct Development Committee 

(5) Distribution and sales plan- 
ning: one must establish the long 
term aim as to the economical 
distribution and selling of the 
product and, working backwards, 
decide on whether to work up to 
this by area lJaunchings to a 
national distribution, or whether 
to start out on a national basis 
Alternatively, it may be decided 
that the product will not sell on 
a national basis and will always 
remain in one or two areas 
Problems of test marketing, sales 
force development, sales promo 
tion and advertising methods and 
expenditures must all be given 
careful consideration at this 
point 

(6) Timing the launching: a 
schedule showing the tasks to be 
accomplished, stage by stage, 


must be drawn up to assess 4 pos- 
sible launching date. This will 
have to be adjusted, as far as pos- 
sible, so that the product can be 
launched at the most suitable 
time of the year from the sales 
and marketing standpoint, 

Product development plans 
should have incorporated = in 
them, or as an appendix, a clear 
statement of the reasoning lead- 
ing to every decision as it is 
reached at the various stages. 
This may be catered for by the 
minutes of the Product Develop- 
ment Committee but however it 
is done, a record of the reason- 
ing must be kept. 

At a much later stage the 
Committee may find reason to 
change one of its earlier decisions 
and if a clear record of the 
original reasoning is available, it 
is quite easy to check the new line 
of thought against the original 
Over the weeks and months of 
discussion, individuals will tend 
to forget the reasons which led 
them to support a certain course 
of action. Or again, they may 
remember supporting one side or 
the other but not be able to ap- 
preciate that they did so in cir 
cumstances which have altered 
considerably, 

Once the management has 
approved the plan, the Committee 
can proceed through the various 
stages which will be discussed in 
future articles 


For many years, our readers overseas (and those in this Country) 
have sent us details of their special requirements of engineering 
and definite buying enquiries of this type build 
much new business for our advertisers. As might be expected 
with a total readership of over 120,000 buyers at home and 
abroad, this free service is used by firms in many different 
industries and the enquiries cover a wide range of machinery 
and tools. 


All are forwarded to advertisers--and most are 


4 descriptive booklet is avail- 
able free of charge, write or 
phone 

MACHINERY LLOYD at— 


6 Cavendish Place, Regent Street, W.1. LANgham 4204 (5 lines) 


SELLING ENGINEERING EQUIPMENT OVERSEAS 
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JOHN HADDON & CO. LTD. 
are pleased to announce that 
they have commissioned from 


Theatre Publicity Ltd. 


THE FIRST 
THREE-DIMENSIONAL 
ADVERTISING FILM 


(by the Stereo Techniques prow 


for 


Messrs. W. D. & H. O. WILLS 


Branch of The Imperial Tobacco Co. (of Great Britain & Incland), Led. 


to advertise 


CAPSTAN CIGARETTES 


John Haddon & Co., Ltd. Incorporated Practiti: in Advertising Nalishury Square, London, B.C.4 
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B WOMAN'S WEEKLY 8! 


BS WOMAN’S WEEKLY continues its record-breaking progress. 
i The certified net sales for July to December exceed 1,800,000 
a. 

2 copies weekly ... AND THEY ARE STILL RISING. 


As the nation-wide demand for WOMAN’S WEEKLY 


increases, so does its value to advertisers. Make sure of your 


sales increase in 1953 by reserving your space now. 


+ ADVERTISEMENT RATE £600 PER PAGE— 
pa The lowest cost per page per thousand of 


any mass circulation weekly. | dj 5 0 
JULY: 
DECEME 


A. W. Burnett, Advertisement Director, The Amalgamated Press Ltd. 
The Fleetway House, Farringdon Street, E.C.4. ° CENtral 8080 


pecenben 


1948.:.1.007.594 
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in ADVERTISING fy Koper Dancy 


Drih 


CWS 


An attempt by an 
fmerican trade 
paper, which, in 


There has been a revival of 
calligraphy in this country, 
and it is spreading into 
advertising. The author, in 
the third of his series of 
articles, analyses this trend 
and comments on 
examples 

which are illustrated. 


some 
of calligraphy 


the opinion of the 
author, does not 
quite come off 
The little strokes 
over the es 4 
instead of points 
are not very 
happy, he thinks 


A brave 


effort at l 
decorative 


4 de : e * 
pire script by yawtast ane sens, | 
Heal's. } : he 
) F | danonee 
DP ressmaster, Pipers 


Saint fr 
unc iss iz Wn 7. 
< Come: 
drole 
1d emposer 
e . 
COcomollves. 


Personne n°y prend grtde, 


Another, — better, 
American 
attempt, showing 
a trade mark for 
a paper company 


O 
b RWIN 
LLAIN 


—" 


! | urs fi 
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Designed for Spicers 
by Edward Price to be 


used in 


publicity 


material for Spicers’ 
new calligraphic paper, 


the 


which, in 
demonstrates 
growing 


launching of 
itself, 

the 
interest in 


this art. 


; 


Above: An example 
of French use of 
calligraphic lettering 
reproduced from 
“Typographia.” Left: 
Two script initials by 
the Fonderie Typo- 
graphique Francaise, 
another example of 
the uninhibited ideas 
of the French. 
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Sition de 


The heading from 
an advertisement 
for a book pub- 
lisher. It hag its 
points, but is not 
top-level. 


Birthday Offer 


Atall Dolcis and Dotores stores throughout 
the country, this week aad next, Doloas 
celebrate thew goth year of fashion values 
with this special money-saving offer 


You can save 2/- in the { by buy your 
new Spring shoes NOW! 10% indodoned 
from the regular price of ALL DOLCIS 
and DOLORES merchandise ucloding 
new Spring styles 


FASHION SHOBS SANDALS MUPPERS MENS SHOmS 
CU DALN S SHOES «DOLORES LINGER AND WOMERT 


HANDBAGS ACCESORIES 


A Dolcis advertise- 
ment showing what 
not to do. Reynolds 
Stone's beautiful script 
name-plate is spoiled 
by the over-decorated 
figures and certainly 
by the brush script 
below, 


YALLIGRAPHY is in the 
air. It has been so for a 
discerning minority for a num- 
ber of years. But even they 
tended to regard its manifesta- 
tion as part of handwriting 
reform only. Now the subject 
has become popular, people 
are “taking it up,” and jts 
influence is creeping into the 
advertisement columns. 
Calligraphy is not just hand- 
writing or lettering, but “hand- 
writing considered as an art” to 
quote Alfred Fairbank, one of its 
major exponents. Since Edward 
Johnston began his teaching at 
the turn of the century, showing 
how Victorian lettering was 
mainly monstrous, and how by a 
study of the early masters writing 
could be really beautiful, there 
has been a steady stream of 
works from the pens of artists 
and sympathisers. This resulted 
in the emergence of discriminat- 
ing bands of calligraphic 


admirers, In the last few years 
the general public has been 
drawn in. A number of books 


have helped this trend——Paul 
Standard’s Calligraphy's Flower- 
ing, Decay and Restauration 
(Sylvan Press, 1948), Alfred Fair- 
bank’s A Book of Scripts 
(Penguin, 1949), and two very 
popular works which have set 
generals, bankers, dustmen and 
engineers to improving _ their 
script--Aubrey West’s Written 
by Hand (George Allen and 
Unwin, 1951) and Wilfrid Blunt’s 
Sweet Roman Hand QUames 
Barrie, 1952). 


Teaching 
the young 


Mr. Blunt is an Eton master 
ind is successfully teaching the 
young to appreciate the cursive 
script. For this new school, if it 
may so be called, bases its hand 
on the delightful italic cursive 
script of the Renaissance. That 
there is a public interest has 
further been demonstrated by the 
founding of the Society for Italic 
Handwriting at the end of last 
year by the Society of Scribes 
and Illuminators. The Scribes are 
a professional body who hold 
tests to admit members, but they 
decided that the general public 
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The conterence on 

the big printing job is apparently all 

rector from the client, agency director, 

advertising manaycr, account executive, and block maker 

Well, it will be a miracle if they can print the booklet without 
paper, yet no one who real inderstands paper is present, Do see 
Spicers paper consultant early in your planning. He is full of 
information, some of it highly specialised and unexpected. He can not 
only save expensive error but he can Suggest papers so exac tly 
appropriate that they make a whole production more rich and vivid. 
Many of those he has advised now consult him as a routine 


Telephone: CENTRAL 4211 + 19 New Bridge St., London, E.C.4 


di 


RENOLD 


MO Me COMET 


EXHIBITgof the RENOLD & COVENTRY CHAIN CO. LTD. at the Cycle and Motor 


. ™ Cycle Show 1952. Designed by W. M. de MAJO, M.B.E., M.S.LA. 


A. DAVIES & CO (Shopfitters) LTD 
HORN LANE, LONDON, wW.3 
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TYPE FACES: 
AN ESSENTIAL 
PART OF ANY 
ADVERTISING 

CAMPAIGN 


Give your product that “‘extra money’s-worth””’ 


¥ look with well-designed print and packaging 
i . ° : ‘ ’ re 

bs in fine ‘Monotype’ faces. 

i 


THE MONOTYPE CORPORATION LTD., 65-56 Lincolns Inn Fields, London, w.c.2 


Head Office and Works: Salfords, Redhill, Surrey. Reg. Trade Mark: MONOTYPE 


5 VWASPLAN | 
is, S\UKX SCREEN 
a SSOCIATED 
sie IRTCRAFTS iro 
Ne PLENDER PLACE, CAMDEN TOWM am, 
* EUSTON 1416-7 & 
ti VISIT OUR | _ 
bois CORONATION B&.P. Gossop u artists 
we DISPLAY agents « 36 Carter Lane 
: AT hh) W ROO M ? St Paul “$s £.C.4 # Central 6950 


WALTER BIRD 
ADVERTISING HEADS 
Monochrome or Colour 


"Phone FRO 10/8, 1019 
Photographic Illustration Ltd 
85 Cromwell Road, $.W.7 
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| Calligraphy in Advertising 
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conunued 


“MONOTY PE’ If calligraphers 


could 


let their hair down... 


should have a society and 
launched one at a meeting, the 
packed nature of which must 
have surprised some of the more 
conservative 

Most of the scribes work on 
handwritten manuscripts for 
churches, cathedrals, societies, 
regiments and the like, but a few 
have ventured into advertising 

There is a field for calligraphic 
work in advertising. Unfortun- 
ately the really good practitioners 
are few, and there are many 
second-class people who would 
like to try their hand, so adver- 
tising agency art chiefs will need 
to be very discriminating 


How “lettering” 
is different 


The difference between calli- 
graphic work and “lettering” is 
the artistic “verve” which the 
calligrapher can express, Calli- 
graphy is closely related to 
printers’ type and the question 
might legitimately arise “why not 
use type?” After all, type was 
developed in the first place from 
written hands and to-day new 
“script” faces are constantly 
being developed, particularly in 
Germany. In fact, one of the 
most popular — Legend —- was 
developed from handwriting ex- 
periments by Professor Ernst 
Schneider. Another, called 
Quillscript, based on 15th century 
Italian scripts, is soon to be 
launched in America. 

The answer is twofold, Firstly, 
if a really fine calligrapher is 
commissioned, the work is emin- 
ently suitable for the more for 
mal kinds of advertising, book 
jackets, brochures, invitation 
cards and so on, They give off 
an air of elegance hard to obtain 
by the use of type. Conversely, if 
only a mediocre artist is used then 


the work is not so aesthetic and 
type might just as well have been 
used. Secondly, if our top calli 
graphers could let their hair down 
a little they could devise letter 
forms and vivacious advertising 
impossible to obtain with type. 
There is a development on the 
Continent, where advertising is 
liable to be less inhibited than 
here, in that direction. 

It is difficult to say whether 
some of the French efforts, for 
example, would go down in this 
country, but there is an opening 
for really good decorative letter- 
ing here. 

It is only necessary to con- 
sider the excellent work of 
Reynolds Stone. One of his most 
elegant nameplates was that for 
Dolcis. He has designed many 
trade marks for publishers and 
printers, booksellers and straight- 
forward merchants. He has done 
work for J. C. Eno, Good House- 
keeping, and British Drug Houses, 
for example. Elizabeth Fried- 
lander too, produces’ elegant 
material for publicity work. A 
decorative border drawn for the 
house organ of the Birmingham 
printing firm of James Upton 
Ltd. is of the highest order. But 
there are others, both in this 
country and abroad, who do not 
quite make the grade. 


Need for more 
good calligraphers 


There is room for more decora- 
tive lettering, but here again a 
really good calligrapher is 
needed. So often the attempt 
does not come off. A number of 
recent examples of work in the 
advertising fields are illustrated 
on the previous page to show how 
calligraphy can improve § and 
Where it can mar the work of the 
publicist. 


Four-colour half-tones from 


hand-coloured 


XPERIMENTS in | the 

-4 making of colour half-tone 
blocks from large hand- 
coloured transparencies based 
on black-and-white _ photo- 
graphic negatives have recently 
been carried out by St. 
Clements Press and C. & R. 
Nockolds Ltd. 

Nockolds make transparencies 
by a combination of selective 
toning and hand colouring with 
transparent dyes. The main ad 
vantage over ordinary hand 
colouring is that there is no 
“covering up” of the photograph 
and sparkling high lights can be 
produced while still retaining the 
“photographic” quality of the 


transparencies 


original. In taking the photograph 
on an ordinary panochromatic 
plate, very dramatic lighting 
effects may be used which are not 
always possible in direct colour 
photography, and the difficulty of 
matching colours with varving 
materials can be overcome. 

The large size of the colour 
transparency is a help when 
alterations are required, and it is 
better to reduce in block-making 
than it is to enlarge up. 

The experiments were carried 
out with a photograph of a still 
life group featuring Carrs biscuits 
and chocolate biscuits. The size 
of the colour transparency was 
15 in. x 12 in. and lettering was 
incorporated. 
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Paper and its uses—2 


ESPARTO 


WOODFREE AND 


By our paper trade correspondent 


After describing papers suitable for Coronation publicity 


(February 5 issue), our correspondent devotes the second 
article in the series on different papers and their uses to 
two important members of the printing group—woodfree 


and esparto. 


HE woodfree, or pure, 
group of printings are 
made chiefly from pulp pro- 
cessed from the wood of spruce 
or fir, by one of three main 
chemical digestion processes. 

These processes, the sulphite, 
sulphate and soda processes were 
evolved when the demand for 
paper grew as a result of the 
growth of education and literacy 
in the last century. The use of 
fir and spruce as the principal 
raw materials is due to the fact 
that these woods possess a good 
colour, are uniform in quality 
and the cellulose can be isolated 
relatively easily from the encrust- 
ing non-cellulosic materials, 

Most of the chemical pulp 
used in the paper mills of Great 
Britain is imported chiefly from 
Scandinavia and North America 

but at least two British mills 
have the plant to process chemic- 
ally the raw wood. 

Woodfree papers are used mostly 
for good quality printed pieces 
brochures, catalogues, booklets, 
etc,, Where some degree of dur- 
ability is required, In this, they 
are in sharp contrast with news- 
print and mechanical printings, 
where the use is More transient 
and the presence of a high pro- 
portion of mechanical pulp, ie., 
wood ground into small chips, 
with no further chemical treat- 
ment, leads to fairly rapid deteri- 
oration in colour and appearance. 
The chemical digestion and 
bleaching processes to which the 
raw material of “woodfrees” is 
subjected, plus the appropriate 
beating technique which experi- 
enced paper makers are able to 
apply, produces a series of papers 
of excellent strength, colour and 
appearance, well able to give the 
= degree of commercial 
ife. 


Speciality 


Esparto printings are an old 
established speciality of British 
paper mills, and Scotland in par 
ticular is known the world over 
for the excellence of its esparto 
papers. 

The raw material, esparto grass 
or alpha, grows in the southern 
part of the North African coastal 


Both meet essential requirements of the 
printing and publicity industries. 


plain and in the foothills of the 
Atlas mountains. The grass ts 
very) strong, growing to varying 
heights with a maximum of about 
3 ft. in small clumps 14-2 ft. in 
diameter. It grows in the sandy 
and thin soil covering which 
finally merges into the Sahara 
desert; it seeds itself and ts 
wholly uncultivated. Nomadic 
Arabs harvest the crop, which, 
after baling and pressing, is 
transported to the seaports of 
Algeria, Morocco, Tunisia and 
Libya for shipment to paper milis 
in the United Kingdom. In con- 
trast to wood pulp the boiling 
and digestion processes are car- 


ried out in the paper mill. 
On the spot 
The excellent paper - making 


properties of esparto grass were 
discovered in 1861 by Thomas 
Routledge. It has remained vir- 
tually an exclusive British speci- 
ality, although in recent years a 
plant for on-the-spot processing 
was erected in Algeria and the 
post-war shortage of available 
wood pulp caused more interest 
to be displayed in esparto by 
other countries who had not 
hitherto used the grass as raw 
material, 


For printing in the particular 


conditions obtaining in _ this 
country, esparto papers have 
obtained a_ pre-eminent place. 


They offer great resilience to 
printing pressure, flatness, good 
register and, by suitable treat- 
ment, can remove the bugbear 
of fluffing in the offset process. 
On the other hand. there are 
limits to what can be expected 
of esparto papers. For instance, 
all-esparto papers cannot match 
wood pulp products in strength 
and high white colour and for 
this reason, a combined furnish 
is commonly adopted. Thus a 
combination of esparto and wood 
pulp produces a range of papers 
which. while well able to meet 
the demands of the printing pro- 
cesses, also offer desirable prop- 
erties of strength and good colour. 

Esparto papers are widely used 
as the body paper for coated 
qualities, such as art. imitation 
art, and papers with special 
finishes. Bulk, opacity and a 
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FOR DRAWINGS BY 
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HELEN. 


oo TEMPLE BAR. 6720 
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Smith and Brown 


both ran a studio in town. 
But profits showed 
a marked decline 
When they tried colour work in line. ; \I j .. 
Though patiently they slogged away, 7 - 


They took too long to make it pay. 


When, just before they fell from grace, 


They started using Kodatrace, 


Which, after all, is commonsense — 


For saving labour and expense. 


And now they’ve Kodatrace to thank 


for lots of money in the bank. 


A KODAK PRODUCT 


Kodatrac 


THE MODERN TRACING FILM 


Supplied in 30° and 40° widths in rolls of 20 yards and half rolis of 10 yards 


Sole Distributors 4.6. Stem 


CRAVEN HOUSE, 12! KINGSWAY, LONDON, W.C.2. 


Tel: HOL. 6086 
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-Consistent High Quality with- 
A SPEEDY RELIABLE SERVICE 


** Multilith’’ and Rotaprint Users *) 
Oo OF 


The pat kind of speed that our customers are 
interested in is SPEED COMBINED WITH RELIA- ow 


BILITY—which is the kind of service that Strand 
Litho has been consistently giving since 1936. At reaminue 


Strand Litho every department is planned to handle 
your platemaking with smooth efficiency, from 
idea to finished plate. So to be sure of quick, 
friendly, personal attention to every detai! 
phone Strand Litho 


THE STRAND LITHOGRAPHIC CO. LTD. 


157 FARRINGDON ROAD LONDON feo 


Rothbone 


="y 


TELEPHONE - 4842 


CENtral 


SCREEN 
PRINTING 


BROWNSFIELD MILL 
GT ANCOATS ST. - MANCHESTER 4 


CHANGE OF ADDRESS... 


MECHANICAL On March 25th, our London Office 


Staff will leave 21 Bedford Street, London, 


WORLD W.C.2 to occupy new premises at 
TEXTILE a 0g 
MANUFACTURER ” ay ' 
50, TEMPLE CHAMBE 
METALLURGIA TEMPLE AVENUE. 
LONDON E.C.4. 


EMMOTT & CO. LTD 


Manchester Office: 


THE KENNEDY PRESS LTD 
31 KING STREET WEST, MANCHESTER 3 
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TERmines #770 REAL CORONATION PHOTOGRAPHS 


now being supplied in large numbers by 


photowork 


will help stores, public authorities, factories 
and clubs to celebrate this historic event 
Any size including giant enlargements from 
Baron, Karsh and Dorothy Wilding portraits 
llustrated leaflet from PHOTOWORK LTD. 
A.W. Brighouse, Yorkshire 
Phone 1240 Also 73 Baker St., London, W.! 
Welbeck 0938 


ELECTROTYPERS 
STEREOTYPERS 
TYPESETIERS 


FOUNDRY 


MILFORD LANE 
STRAND « LONDON © We Dept., 


PHONE TEMPLE GAR Seee 


| offset litho printing. 
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Caught at the gas works 


and shot in Cromwell 


Gardens 


“By any standard the new 
Taylor Walker poster is 
a grand illustration of 
how 


successful photo- 


vosters can be,” 
I 


in 
PHOTOGRAPHY IN 
ADVERTISING 


ANDSWORTH Gas 
perhaps not 


Works is 
your idea, or mine, of a happy 
hunting ground for 


USES 


(Continued from page 445) 
“kindly feel” and the close. even 
surface are characteristics of 
esparto papers. Additional advan- 
tages from the printer’s point of 
view are that these papers have 
a small and regular range of 
damping expansion and contrac 
tion, thus making possible accu 
rate register in direct litho and 
Papers used 
for litho, ofiset litho and photo- 
gravure usually have from 75 to 
80 per cent of esparto in the 
furnish.the balance being sulphite 
wood pulp-——added to give firm 
ness and strength. 

Esparto is generally regarded as 
the fibre par excellence for book 
papers, Its properties of good 
bulk and opacity have won these 
papers a unique position in the 
hook publishing trade not only 
in this country, but in overseas 
Commonwealth countries and 
much current literature of all 
sorts, as well as reprints of the 
great classics are offered to the 
world on British esparto papers 

As an example of versatility 
esparto is commonly the main 


| fibre constituent in imitation art, 


| where the 


Sheet is dense and 
opaque and about 35 per cent cf 
china clay is added to the furnish 
In this case the paper receives a 
water finish on the calenders of 
the paper making machine. Imita- 
tion art is a less expensive sub- 
stitute for arts and chromos and 
gives good results in fine half 


tone and colour work 


—says JOHN HERON 


creative 


| PAPER AND ITS 


| 


inspiration; but then, we are 
not Adolf Morath. To Wands- 
worth Gas Works he turned 
in search of the typical beer- 
enjoying Briton. But this par- 
ticular Briton had to possess a 
great deal more than an enjoy- 
ment of beer. It was necessary 
that some extrovert quality 
should shine through a cheer- 
ful face—a quality that jumped 
out of the picture and said 
“Hey chum! It's high time you 
had a pint along o' me—and 
this is the wallop you need!" 

\ large number of men at the 
gas works were observed, going 
the round of their normal duties; 
then Alf. (we'll call him) that) 
turned up. 

“What, me?” said Alf. “Not 
hlinkin’ likely.” 

But Morath poured out a 
golden tankard of Taylor 
Walker's, and Alf. as he stretched 
out his honest tojl-grimed hand 
and licked a priceless pair of 
humorist’s lips murmured, “Well, 
of course, if vowre goine to 
insist. . 

Satisfied that they had found a 
model! in a million, Laurie Small 
of Erwin Wasey & Co., the Taylor 
Walker agents, and Adolf Morath 
made a date with Alf. at the 
latter’s studio. Morath prayed 
that Alf. wouldn't arrive in his 
wedding best with brushed hair 
and shaven face. He did. How 
ever, there’s always another day 

Eventually, in overalls. his 
own familiar cap and with a 
healthy stubble, Alf. sat on the 
Morath “throne,” and the latest 
16-sheet Taylor Walker poster 
was under way. For good mea 
sure Morath used one of the very 
latest super-gadgetty 4-plate 
studio cameras Three dozen 
shots were taken: Morath was 
testv: Alf. was thirsty . 

“No.” snapped Morath, “nor 
vet.” Some seventh sense 
prompted him to drag Alf... now 
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confirmed in his conviction that 
artists are balmy, into Cornwall 
Gardens where weak sunshine 
spurted temperamentally through 
low cloud. Parking Alt. in front 
of a wiremesh fence, Morath 
shot a quick dozen or so on an 
ancient Rolleiflex, on HP3 film, 
which he later developed in 
Promicrol. The promise of “one 
last shot” cheered Alf. up a lot. 
The end of the mucking about 
was in sight and shortly he could 
“down” his prop pint. He pro- 
duced a priceless grin over his 
tankard. ... 

“Thats the one! shouted 
Morath, to the surprise of Corn- 
wall Gardens. It was. 

Erwin Wasey, in consultation 
with Taylor Walker, chose the 
Rolleiflex shot; and thereby 
created a nice little problem for 
Chromoworks, who were to pro- 
duce a 16-sheet poster from a 
piece of HP3 negative no bigger 
than an inch and a half square. 
Ilford’s HP3 panchromatic film is 
renowned for its high-speed 
qualities but even they would 
scarcely recommend it as the best 
stock for giant enlargement, 
since highest speeds and finest 
grain never travel together. 

That a whisker-sharp 16-sheet 
“blow up” of Alf. has reached 
the hoardings as a particularly 
successful all-photographic poster 
is a triumph of modern process- 
ing. 

George Dorman of Hford Ltd. 
tells me that HP3 in 35 mm. form 
has been taken to “a much 
greater degree of enlargement 
than the new Taylor Walker 
poster, but even so Morath’s 
example is a very striking tribute 
to HP3.” 

By any standard, the new 
poster is a grand illustration of 
how successful photo-posters can 
be. 

Why are there so few? 


* * * 
| Te ween H Royal of Kodak 


has sent me samples of the 
new “whiter white” papers which 
have now been introduced by 
the company (Ilford Ltd. have 
used fluorescent substances in 
their papers for some time). A 
good quality baryta coated white 
paper will reflect 80 per cent of 
the incident light; when the paper 
is coated with photographic 
emulsion, this percentage ts 
decreased and owing to absorp- 
tion of the gelatin layer, the re- 
flected light is slightly yellow 
Until recently the vellow was pre 
neutralised, to some extent, by 
tinting the baryta slightly blue, 
but this blue further cut down 
the total reflection power of the 
Paper to give an inevitably de 
graded white Now. however. 
Kodak are utilising a whitish 
blue fluorescent dve which repre 
sents a significant advance in the 
quality of their papers. 


Prints on the new paper, 
viewed in any light containing 
ultra violet will have whiter 


whites than prints on the old type 
papers. Prints also have an in 
creased density range and are 

reproduc 
comparison 
prints on the old-style 


more satisfactory for 
tion side-by-side 
with 


Kodak papers shows that “whiter 
white” prints have a greater bril- 
liance and clarity, a “depth” 
which is difficult to define in 
words but which is quite apparent 
to the trained eye. 


* * * 
PICE Photos, in Red Lion 
Court, W.C.2, since 1942. 


whence they moved after being 
completely bombed out of Shoe 
Lane, are on the move again, this 
time to a much larger “home” 

a complete 4-floor building at 8 
Crane Court. W.C.2. 

The new building is one of the 
best equipped of its type that I 
have seen in post-war years 

W. G. Spice founded the busi- 
ness—at first, purely commercial 
photography--in 1932 in Shoe 
Lane: a disastrous fire burnt out 
the building in 1934, but six 
months later Spice Photos were 
operating again at the same Shoe 
Lane address. In 1938, an art 
studio was added to the Spice or- 
ganisation, and to-day, with a 
staff of 25, it offers a complete 
design and advertising service 
embracing still life and industrial] 
photography, visuals, finished art 
work and high-class retouching 
in which Spice specialise 

An interesting dollar-earning 
development which W. G. Spice 
has successfully launched, with 
the aid of a co-operative book 
publisher, is the preparation and 
production of handsome souvenir 
volumes for American Army and 
Air Force units serving in 
Europe. Half a dozen units have 
already commissioned Spice to 
prepare elaborate photographic 
records of their work and _ per- 
sonnel, including separate por- 
traits of every man serving (many 
hundreds, in every case), the 
whole book forming a permanent 
record of jnterest to present and 
future generations of the units 
concerned, and students of 
U.S. military history in general. 
Each volume comprises hundreds 
of separate photographs and pre- 
sents a layout problem of no 
mean dimension. 

The published work retails at 
$7; substantial print orders placed 
in the first half dozen volumes in 
the series have assured a reason- 
able profit margin. Spice Photos 
have a number of additional 
units lined up for future volumes 


¥* * * 


HE Roy Reemer story (this 
column, February 5) trig 
gered off a machine-gun-ful of 
bullets directed jointly at Reemer, 
for instituting his service of free- 
loan photographic apparatus for 
advertisers, and me, for reporting 
it 
Reemer claimed that putting 
good apparatus into the hands of 
advertising managers prompted 
in them a new spirit of photo- 
graphic adventure and a greater 
liberality in the use of photo- 
graphy. He added that his plan 
did not take jobs from _ profes- 
sional photographers, as “the 
type of shots my clients take are 
those which would never have 
been commissioned from the pro- 
fessional photographers because 
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All the year round, all over the country, 
all sorts of people look up their trains in 
Bradshaw. lradshaw is the only complete 
guide to British Railways. ‘The travelling 
public relies on it. You can rely on it too; 
it provides for your national advertising a 
coverage that extends wherever 
railway. 


there’s a 


All sorts of people 
see 


BRADSHAW’S 


Railway Guide 


Solus and other positions available at surpris- 
ingly moderate rates. Send for details. 


BRADSHAW HOUSE, SURREY ST., LONDON, W.C.2 
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ADVERTISER'S WEEKLY 


ASSOCIATED 


KENT 
NEWSPAPERS 


giwe new 
Intensity of Coverage 


in a solidly prosperous area 


The newly-formed Associated Kent Newspapers 
offer you by far the most intensive coverage of this 
sharply defined area of North Kent. The wide variety 
of occupations in the area have one common charac- 
teristic: all enjoy a solid prosperity and form a 
first-class market for consumer goods and services of 
every kind. These five influential newspapers should 
be part of every hard-selling schedule. And 
acceptance of an order guarantees insertion in all 


newspapers. 


CHATHAM STANDARD (Tuesday 14d.) 
NORTH-EAST KENT TIMES (Tuesday 11d.) 


CHATHAM, ROCHESTER & GILLINGHAM NEWS 


(Friday 3d.) 
EAST KENT GAZETTE (Friday 3d.) 
ISLE OF THANET GAZETTE (Friday 3d.) 
(All members of the Audit Bureau of Circulations) 


TRADE DISPLAY 


(Ordinary Positions) 38/- per single column inch 
Rate Card operative from 2nd March 1953 


NET WEEKLY SALES 
Bs.A1s7 


Associated Kent 
Newspapers 


Group Accounts Office’ 0 High Street, Chatham (Chatham 2213) 
Advertisement Representatives’ E. W. Player Ltd, 30 Fleet Street, E.C 4 
(Central 2786) 
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Photography in Advertising—continued 


When Crawford’s give their 
clients paint boxes . . . 


they would never have been 
thought of. 

First burst of fire arriving was 
launched from Birmingham, 
where a photographer of some 
standing asked: “Maybe there 1s 
a shortage of twentieth-century 
industrial photographers in 
London? Here in the Midlands 
we are quite used to working 
away from the photographer's 
studio—what we in this firm call 
‘photo-reportage’. 

“We are told to come in and 
get some pictures. We are given 
a broad outline of what the pic- 
tures are to cover, and how and 
where they are to be used. We 
go in and exploit three things (1) 
our ‘eye for a picture’ (2) the 
knowledge and experience of the 
men in the works (3) the ‘know- 
how’ with the camera and _ its 
ancillary gear. 

“However, maybe Roy Reemer 
really has something. I eagerly 
look forward to the day when 
W. S. Crawford Ltd. supply their 
clients with a set of brushes and 
a box of water colours, and 
Waterlow’s loan a Linotype and 
a book of instructions, for a small 
fee. From Mills & Rockleys I 
count on receiving a bucket of 
paste, a brush to put it on with 


AD. MAN’S BOOKSHELF 


and a ladder for climbing up, and 
of course a little individual] tui- 
tion in the gentle art of putting 
up a 48-sheet in a high wind. 

“When this scheme really gets 
going and spreads to the con- 
sumer market we shall find 
Gordon Russel] advertising ‘a 
unique furnishing service’ in 
which we are offered ‘the loan of 
a complete joinery kit, spinning 
wheel and hand loom’. In addi- 
tion we may expect the service 
of a qualified joiner to give in- 
dividua] tuition in the technique 
of sawing and planing. After 
We have had our ‘fun’ Russell’s 
will complete the job with top 
class upholstering and sparkling 
french polishing. We shall cer- 
tainly see some furniture that 
‘never would have been commis- 
sioned because it never would 
have been thought of. 

“I suggest that advertisement 
managers who are ‘not able to 
get just the shot they wanted’ pop 
up to the Midlands where from 
our professiona] photographers 1 
can name quite a few boys who 
do this sort of shot daily, includ- 
ing the ones that never would 
have been thought of . . . and 
these boys won't need individual 
tuition in photographic technique.” 


Advertising art anthology 


Annual of 


tist National Advertising 
and Editorial Art, edited for the Art 
Directors Club of New York by Arthur 
Blomquist (Sir Isaac Pitman & Sons Ltd. 


50s.). 

The value of anthologies of 
advertising art lies in their in- 
spiration to other ertists and in 
the fact that they captivate and 
point up fleeting trends in style 
and practice. 

A leader in this field has for 
long been the annual record of 
the New York club's exhibition. 
This 31st edition is no exception. 
All fields where advertising and 
editorial art play a part are 
covered, and whatever problem 
the working artist is faced with, 
an idea for a solution is there 
tor the keen eye to find and the 
active mind to adapt. 

Art directors in Britain will be 
particularly interested in the 
section on television commer- 
cials. The first part gives examples 
of animated commercials on 
film; the second illustrates “live” 
commercials; the third category 
covers film commercials employ- 
ing “live” technique; and there 
are also examples of “limited 
action” commercials, and a num- 
ber of title pieces for pro- 
grammes.—E.M. 


For chairmen and 
speakers 


Public Speaking and Chairmanship. by 
F. W. Mills Gordan & Sons, 7s. 6d.) 
at 


How welcome last is a 


British textbook on public speak- 
ing! If there is one literary ac- 
complishment at which we British 
excel, and which many American 
writers (and speakers) have yet 
to learn, it is that of economy 
both in choice of material and 
use of words. This book exempli- 
fies the virtue, and will encourage 
public speakers to cultivate it. 

Mr. Mills, who is lecturer in 
public speaking at the City 
Literary Institute, London, gives 
much wise advice and a wealth 
of information, his chapters on 
procedure at meetings being par- 
ticularly valuable. His sugges- 
tions On the preparation of 
speeches are intensely practical, 
and his disquisition on chairman- 
ship makes one wish that some 
chairmen, as punishment for the 
agony they inflict on audiences, 
could be made to copy it out at 
least five hundred times! 

This is a thoroughly sound 
book. No one who takes part, or 
aspires to shine, in public life 
should fail to buy it, read it, and 
keep it for reference.—C.D.R. 


The Studio Book of Alphabets 
(The Studio Ltd., Ss.) contains 
complete alphabets of 67 type 
faces. The book will be a useful 
addition to many studios’ shelves 
as a guide to lettering artists. 
Examples vary from Gill to 
Maria Ballé, from Times to 
Goudy Text, and from Perpetua 
to Amarvllis. 
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LEGAL QUERIES ANSWERED 


Break-away directors who 


take accounts 


with them 


An American court was recently asked to say whether 
an agency servant, may take an account with him when 


he joins another agency. 


In answering this month’s 


legal queries our Legal Correspondent outlines the position 


Q. What is the legal position 
of two agency directors who 
break away from the agency and 
take a number of accounts with 
them? 

A. The assumption is that the 
break-away was not by mutual 
agreement. Dhurectors are, in the 
eyes of the law, agents for the 
company for which they act, and 
the general principles of the law 
of principal and agent regulate 
most of their acts. They are, too, 
in some respects, trustees. As 
one of the judges has said 
“directors are persons selected to 
manage the aflairs of the com- 
pany tor the benefit of the share- 
holders. It is an office of trust 
which, if they undertake, it 1s 
their duty to perform fully and 
enturely.” Directors, where they 
are employed by their company, 
are also servants. Therefore, 
they have a threefold responsi- 
bility, that is, of agent (in the 
ordinary sense of the word, and 
not in the special sense peculiar 
to the advertising business), of 
trustee, and of servant, 

[here is nothing to prevent a 
servant (or a director) trom start- 
ing up a business on his own 
account, after he has left the 
agency, and even if he has signed 
a covenant that he will not do 
$0, the courts may not be pre- 
pared to enforce such a covenant 
as it may be against public policy. 
It has been clearly laid down that 
if the only object of a covenant 
is tO prevent competition between 
an employee and his former em- 
ployer, the covenant Is unreason- 
able and void. On the other hand, 
a Servant is not entitled to take 
away his master’s property, that 
is, his business, and use it for 
his own benetit. Obviously a 
director has access to much con- 
fidential information and he can- 
not legally use this to compete 
with his employer. Therefore, if 
a director takes an account away 
from his employer (against that 
employer's wish) then it would 
seem that he can be prevented by 
law. 

If two or more directors take 
away the accounts then it is pos- 
sible that they could be sued for 
conspiracy. which has been 
defined as: “When two or more 
persons combine for the purpose 
of inflicting upon another person 
an injury which ts unlawful in 
itself, or which is rendered un- 
lawful by the mode in which ijt is 
inflicted. and in either case the 
other person suffers damage, they 
commit the tort of conspiracy.” 


country. 


It ought to be explained that in 
law a company is a “person.” 
Apart from a civil action for 
damages, there is also the possi 
bility of criminal proceedings for 
conspiracy. Thus it has been 
held to be an indictable offence 
in the following circumstances: 
A and B were in partnership; A 
and C entered into an agreement 
for the purpose of depriving B, 
by means which were not of 
themselves criminal, of his share 
of partnership property. 
Therefore, if a person or per- 


Our Legal Correspondent, 
a barrister who specialises in 
advertising law, answers a 
selection of queries received 
from readers. 

Readers are invited to send 
their problems which will be 
treated in strict confidence. 

Replies will be forwarded 
by letter, without delay, to 
correspondents concerned. 

Neither the Editor nor our 
legal correspondent can accept 
any liability for the opinions 
expressed, 


sons deprive a company of which 
they are directors, of the com 
paoy’s property in a wrongful 
manner, they can be indicted for 
a criminal offence, 

Q. If an agency submits to a 
client a “rough” design, on an 
understanding that they are to 
obtain a subsequent order, and 
then are not given the order, 
to whom does the “rough” design 
belong, and who owns the copy- 
right? Can the agency make a 
charge for the design? 

A. There is no doubt that the 
rough design belongs to the 
agency. It can only become the 
property of the client if he pays 
for it. Whether the agent can 
charge for it depends entirely on 
the nature of the “understanding” 
between the two parties. Pre 
sumably it was to the effect that 
if the rough was acceptable, the 
agency would get the order for 
the job. If we assume that this 
was in the nature of a contract. 
written or implied, then the agent 
can make a charge for his ser 
vices, provided the rough was 
acceptable. If the client disliked 
it, then the agent would be hard 
put to jt to substantiate his claim 
On the other hand, if it was clear 
in the minds of both parties that 
it Was a mere speculative submis 
sion of a design on the part of the 
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very change 


in the weather sends 


women searching 


B, 
through 


STITCHCRAFT 
bought, 
studied 


and kept 


ABC net sales 214,926 copies a 
month: Type area page &i ins. x 6 ins. 
£204 apage: Advertisement Manager 

S.H. BOWDEN, Sutcheraft Ltd. 
Great West Road, Brentford, 
Middlesex. Telephone EAL ing 6283. 


FOR SALE 


TRAILER CARAVAN 
for mobile displays 


This roomy caravan measuring 22 ft. long x 7 ft. 6 in. wide and 
with internal headroom of 7 ft. has two entrances with teak 


platforms. It is wired for mains electric supply, with tubular 


lighting and a 15 amp plug point. The 2 in. cavity walls are 
insulated and the f s of 7 in. resin bonded Oregon pine 
covered with rubber flooring. The rear portion is fitted as an 
office with a separ trance, single desk and drawers, interior 
spring bunk and tovlet sink with waste outlet. The caravan 

has had very little f 

and ts in 
practically 
new 


conditior 


The 
owners are offers 5 Caravan 
ata very reasonable price, complete with spare wheel and tyre. 


Apply in the first instance to 


A.H. KNOWLES LTD. |! PICCADILLY, MANCHESTER, |. Tel DEA 368/-2 
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DON’T THROW 
AWAY THE 


If you have the goods, 
the people want in 
Bolton and surrounding 
districts 


21/- 

PER COLUMN INCH 
POR EITHER AND 
WELL WORTH IT. 


MEALHOUSE LANE 
BOLTON LANCS. 


Telephone: Bolton 1993 
Advert. Manager: Wm. Sheppard 


BENEFIT OF YOUR 
PAST ADVERTISING— 


If you are one of many who spent heavily 
to maintain a good name during the 
difficult short supply days, now is the time 
to look for a return from your enterprise— 


continue advertising 
in the 


BOLTON EVENING NEWS 


AND 


Lancashire Journal Series 


NET SALE (A.B.C.) 


BOLTON EVENING NEWS 82,461 
LANCS. JOURNAL SERIES 85,261 


TILLOTSONS NEWSPAPERS LTD. 


6, ARLINGTON ST. 
LONDON Ss.W.1 
Telephone: GRO. 5220 
London Manager: C, A. Miles 


Five qualities 


Manufactured by 


Lowest prices 


Layout Pads 


Holborn 6245-6 


Colyer C Southey Ltd. 
17-18 Tooks Ct., Cursitor St., E.C.4 


STIRLING OBSERVER 


Series 
A.B.C. 16,648 weekly. 


The best Coverage for Stirling- 
shire, Southern Perthshire, and 
West Clackmannan. 


Rates from 


WILL KITCHEN, JR. LTD. 
131 FLEET STREET. 


' 


A.B.C, 23,213 
The 


Largest circulation 
CANINE MAGAZINE 
THE 
DOGS’ BULLETIN 
. 

Advertising Department 
Newspaper Representations Ltd. 


231 Strand, W.C.2 
Tel: CITy 5906 3BA 


Legal Queries—continued 


agent —that is, the parties had no 
intention, so tar as this particulal 
transaction is concerned, of en- 
tering into a legal relauonship 
then there is no contract. 

lt is undesirabie for agencies 
and artists to submit work tor 
approval, either in the “rough 
or as a completed job, without a 
definite statement as to the nature 
of the payment, If they agree not 
to make a charge, they know 
where they are Leaving the 
position open is rarely satisfac 
tory. 

If the rough is an_ origina! 
work, then there js no doubt that 
the copyright is with the agent. 
But only “originals” are protected 
oy the Copyright Act, 1911. 


Q. A_ publisher wishes to 
bring out a new journal the title 
of which resembles the title of a 
paper no longer in existence, but 
which is similar to other titles. 
What is his position? 

A. Obviously, no person or 
firm can take a word out of 
the English language, use it as a 
title of a publication, and then 
claim it to be his monopoly. 
Certainly there is no protection 
of this sort given by the Copy- 
right Act, 1911. 

But there is in existence the 
action known as “passing off,” 
which means simply that it is an 
actionable wrong for one person 
to represent, for trading purposes, 
that his goods are those of 
another person. There has to be 
the possibility of deception cr 
confusion. For instance, if when 
The Morning Post was in exist- 
ence, another publisher in London 
had decided to publish a second 
newspaper with the title The 
Morning Post, that clearly 
would have been an actionable 
wrong. The Court of Appeal, 


however, held, as an “inference 
of fact’ that there was no prob- 
ability of a paper with the title 


The Lvening Post being taken 
for The Morning Post or to 
cause damage to il, and dismissed 
an action, 

Kerly’s Trade Marks and Trade 
Names summarises the cases which 
have been before the Courts thus: 

“The owners of the Evening 

Times published in Glasgow 

were held not entitled to 

restrain the publication of a 

paper of the same name pub- 

lished in London, there being 
no competition and no resem- 
blance between the papers. 

Similarly the American pro- 

prietors of a shilling monthly 

magazine called Everybody's 

Magazine failed to obtain an 

injunction against the proprie- 

tors of a penny weekly paper 
known as Everybody's Weekly, 
there being no competition 
and no resemblance except in 
the word Everbody's. (This 
case was in 1912). The courts 
have also held that Hutchin- 
son’s Adventure Story Maga- 
zine was not liable to be con- 
fused with a magazine called 

Adventure.” 

So while one cannot prophesy 
with certainty what decision the 
Courts will take in a matter of 
similar names, it would seem that 
if there is an absence of con- 
fusion and competition, and no 
injury to the other party, they 
will permit a title which is rather 
like another. 

If, however, a title has lapsed, 
then there can be neither confu- 
sion nor competition; but very 
often an old title has been incor- 
porated into a new publication, 
and one has to be extremely care- 
ful before deciding that a title is 
no longer in existence. 


A modern glossary of terms 


Collected by DALE ARMSTRONG, former head of public relations, 
Foote, Cone, & Belding Ltd:, who is now back in America. 


A programme —Any assignment 
ment that can’t be completed by 
one telephone call. 

To expedite—To confound con- 
fusion with commotion. 

Co-ordinator—The guy who 
has a desk between two 
expeditors. 

To activate—To make carbons 
and add more names to the 
memo. 

To implement a programme — 
Hire more people and expand 
the office. 

Under consideration — We're 
looking in the files for it. 

A meeting—A mass mulling by 
masterminds. 

A conference—-A place where 
conversation is substituted for 
the dreariness of labour and the 
loneliness of thought. 

To negotiate—-lo seck a meet- 
ing of minds without a knocking 
together of heads. 

Reliable source 
you've just met. 


-The man 


Informed source—The man 


who told the man you've just 
met, 

Unimpeachable 
man who 
originally, 

A clarification—To fill in the 
background with so many details 
that the foreground goes under- 
ground. 

We are making a survey—We 
need more time to think of an 
answer. 

Note and Initial—Let’s spread 
the responsibility for this. 

See me, or let's discuss—Come 
down to my office. I'm lonely. 

Let's get together on this—I'm 
assuming you're as confused as I 
am. 

To give someone the picture— 
A long, confused and inaccurate 
Statement to a newcomer. 

Spearhead the issue—You be 
the goat. 

Point up the issue—To expand 
one page to fifteen pages. 

The issue is closed—I'm tired 
ot the whole affair. 


source — The 
started the rumour 
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At a recent meeting of the British Sales Pro- 
motion Association, L. W. DESBROW, of S. T. 
Garland Advertising Service Ltd., propounded— 


Four arguments against 
seasonal selling 


Poe eee CeCe eee 


2. Even 


tration, 


Let eee eee e eee eeeeeeeeeee 


POPP eee CCE OOSS OCS SSS 


prour points should be con- 


sidered by any manufac- 

turer whose product 1S 
reputedly sold seasonally. 

The first point is that in 


general seasonalism, if carried to 
excess, is a bad thing for the sell- 
ing business. It usually means 
that manufacturers have to pro 
duce for twelve months in order 
to sell for a few weeks. This 
leads to higher prices through the 
necessity for storage costs and the 
capitalisation of the waiting 
period. Alternatively, it means 
that production is crowded into a 


few short months leading to 
casual employment and idle 
plant. These, too, will be reflected 


in the final price of the product 

There are other objections, 
namely, that some kind of catas- 
trophe can render almost any 
season useless and while much of 
modern business js directed to 
the removal of uncertainty from 
marketing operations there seems 
little point in running the enor 
mous risks which are attendant 
on some seasonal operations. 

The second point is that there 
is too much rigid thinking about 
selling seasons and a good deal 
of ignorance and prejudice 
Wall's ice cream, by opening the 
winter sale of ice cream, has 
proved that clever promotion can 
break through what apparently 
are impregnable seasonal boun- 
daries. 

lhe August Superstition or the 
Holiday Fallacy is another 
example of ignorance and preju- 
dice. Research has shown that 
in any year half the population 
of this country does not go away 
for a holiday at all and of those 
who go only a third are away in 
August. With the average length 


of holiday at 10$ days it follows 
that the average percentage of 
the population on holiday at the 


peak period at the 
August is probably no more than 
about 7 per cent, and this figure 
will tail away to about 3 per cent 


beginning of 


towards the end of the month 
In fact. there is little reason why 
anybody who advertises in June 


1. It is bad for the selling business. 
‘impregnable’ seasonal barriers can be broken down 


3. Seasonalism squanders selling effort through over-concen- 


4. Most seasons can, at least, be extended. 


Oe P PPP eee eee eee) 
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and July should not advertise in 
August. 

Another example of 
thinking is provided by the 
to School” events in the 
They are timed chiefly 
parents of the 2 per cent of 
children who go to boarding 
school. This disregards the fact 
that the parents of day school 
children are a much more signifi- 


rigid 
“Back 
stores 


for the 


cent factor in the purchase of 
children’s clothing. 
Ihe season tends to be self- 


perpetuating. It is decided that 
a certain product is subject to 
seasonal sales and therefore the 
advertising is crowded into the 
peak selling period. This makes 
sales go up in that period and 
confirms a view which was pos- 
sibly erroneous in the first place 
that the market is a strongly 
seasonal one. This usually puts 
a very effective damper on any 
further thought on the subject. 

Generally speaking, the retailer 
can always be relied upon to en- 
courage the manufacturer in a 
seasona! direction. Many retailers 
will go further and discourage 
manufacturers from trying to 
spread their sales 

The third point is that there is 
positive danger in riding seasonal 
prejudices too hard since they set 
up a form of marketing intro- 
version. We have already seen 
that seasons tend to become self- 
perpetuating, but an even greater 
danger is that they all too often 
tend to squander a major degree 
of selling emphasis on a narrow 
period and withhold it from other 
times when it could well do more 
good. 

The fourth point is that there 
is plenty to be done in the way 
of breaking out of seasonal re- 
strictive practices. Apart from 
getting rid of so much of the 
sheer nonsense from seasonal 
thinking, there are positive steps 
11 the way of extending and 
widening selling seasons which 
can be relatively easily exploited 
The great pojnt is that everyone 
engaged in seasonal) selling should 
ask from time to time: “Is my 
season really necessary?” 


Years ai cad 
of the 


U.S.A. ‘! 


The NEW YORK NDAY 
NEWS now offers advertisers 
14 localised editions for con- 
centrated local advertising. 
Hailed in America os a great 
advance ' 

FOR TSA 


HOME COUNTIES 
WEWSPAPERS GROUP 


have offered Group rates for 
concentrated local editions. 
Eleven newspapers covering 
1,000 miles of prosperous 
Beds, Herts and Bucks 


ae 
45/- 
acl 
Represented in London by 
WILL KITCHEN, jr. LTD. 
131 Fleet Street, E.C4 Central 1960 
Head Office : 
MANCHESTER STREET, LUTON 


Phone : Luton 5050 
Advertisement Manager: C. W. Gilder 


ly 
INCH 


Berlingske 


Exclusively represented by 


JOSHUA B. POWERS LTD. 
14 Cockspur Street, London, $.W.1 


THE SIGN 
PARISH MAGAZINE INSET 


in 2 SIZES 


Bvo. f B8vo. 39d. per page per | 000 
4to. | Combined 7 74 


COMBINED CIRCULATION 855, 500 


Particulars and Space 
EVERSLEY PUBLICATIONS LTD. 
33 4 Craven St., Strand, W.C2 
Tel, WHI 4/6! 
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“FOR FOLDING 
BOXES 
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Secret 
publicity 


Ridiculous, isn't it! yet we have proof that 


many technical journals with a limited 
volume of advertising bring greater response 
than their “bet you can't find your adver- 
tisement"’ Our own well 
balanced "WATER & SANITARY 
ENGINEER" 


problem if your message is to the water or 


contemporaries 


is the answer to this 


sewage works engineer or civil engineer 

Study a specimen copy 

DALE, REYNOLDS & CO. LTO. 
32 Finsbury Square, £.C.2 


LONDON 
LITHOGRAPHIC CoO. 
CHROMO POSTER 
SPECIALISTS 
ANY SIZE 
Can accommodate a few fur- 
ther contacts to reproduce 

first-class — posters. 
pply Works: 
34 CAMBERW ELL ROAD, 
LONDON, 8.E.5. Rodney 3754 or 
Central Office 
HAMPDEN HOUSE, 8&4 KINGSWAY, 
LONDON, W.C.2 
Holborn 0383 ref. R.B. 


tiibgeal At 


BY PRACTICAL 
ENGINEERS... 


Whilst 
specialise im high quality art 


it 4% true that we 


work for technical accounts 
we are also well known 
for the excellence of our 
general art. Our service is 
efficient and prompt 


(QUEEN IE 


vam HOUSE - GRESSE ST. - LONDON W.I 
PHONE — MUSEUM 1065 


A “‘MUST’’* FOR LUXURY GOODS 
ADVERTISERS FOR APPEAL TO THE 
MANY WELL-TO-DO VISITORS WHO 
WILL FILL THE LONDON THEATRES 

IN *LONDON'’S THEATRE PROGRAMMES 
You can interest them in Perfumes, Clothes, 
Shoes, Jewellery, Cars, Restaurants, etc., 
while they are in their most receptive mood 
~in the theatre. Page rate from 45 per week 

GRANTLEY & CO. LTD. 
635 Piccadilly, W.1. Regent 2552°3°4 


PADDINGTON | 
ADVERTISING 
COMPANY 


— 


free ome 


37 SPRING STREET w2. 


CORONATION 
ENLARCEMENTS 


Ask for illustrated price 
list and supplement 
showing latest 
Royal Family group, etc 


AUTOT PS 
Brownlow Rd. W.t 
EALing 2691 
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The Selling Power of MEDIOCRITY 


These ads. pushed sales up 32%—but what 
could a GOOD campaign have done? 


—asks A. J. HAYWARD COSTA 


An advertising campaign has been shown to have increased sales of a product by 
32 per cent. The medium used, it so happens, was cinema advertising —though 


the author’s arguments hold good for any other medium. The films which pushed 
sales up 32 per cent were of mediocre quality only, thinks the author. “What”, he asks 


SURVEY was carried out 
last year by a _ leading 
London agency to prove the 
selling power of six two-minute 
lechnicolor advertising films. 

The inquiry was spread over 
a period of 40 weeks: the first 
20 weeks were used as a “base 
period” to measure the sales of 
the brand under test and of its 
main competitors; the second 
period of 20 weeks as a “test 
period,” during which two 
minute advertising films in Tech 
nicolor were used to give extra 
support to the press and radio 
campaigns. During the “base 
period” only press and radio ad 
vertising were used. The areas 
in question were North London 
(normal area no films) and 
South London (test area —Tech 
nicolor films). The films were 
exhibited in 77 out of 140 
cinemas in the “test area.” 

Results showed that during the 
“test period” (with films) sales 
of the iest product were increased 
by 32 per cent compared with 
sales during the “base period” 
(no films), and the gain was 
cumulative throughout the period 
of the test. 


Positive 

indication 

Ihe survey was carried out by 
a reputable and experienced 
organisation, so that one can 
safely infer, from the tables and 
other data published, that the 
approach to the survey was com 
prehensively logical as well as 
mathematically sound. The 
results can therefore be accepted 
as a positive indication of the 
conditions which do, in fact, 
exist, Therefore, having estab- 
lished that, in’ this particular 
case, the increase in sales was 
mainly due to the added impact 
of screen advertising, it can also 
be implied that this survey goes 
some way towards proving that 
there is really a great advantage 
to be gained from certain types 
of screen advertising. 

However, interesting and re- 
vealing though this survey proves 
to be, it would not be wise to 
assume that anything up to 30 
per cent increase in sales can be 
achieved with films. On the 
contrary, with the right approach 


in the selection of the films this 
figure could be greater. 

In this particular case, re 
search set ont to (and did) prove 
that screen advertising pulls, and 
at the same time gave the client 
irefutable proof, through rising 
sales graphs, that films increase 
sales. But it would be interesting 
to know just how high those 
graphs could” rise, if — the 
governing factor, the film itself, 
was of the best possible quality. 
It would also be interesting to 
know whether the films used in 
this survey were as meticulously 
selected for the task as were the 
areas, the cinemas, the sample 
and the shops. 


Insipidly 
mediocre 


Curiously enough, now, nine 
months later, the manufacturer 
who sponsored this survey, has 
again launched out on a_ two- 
minute ‘Technicolor film cam- 
paign with films whose quality is 
insipidly mediocre. 

This may be no_ indication 
whatever as to the quality of the 
films used in the survey, but 
logic does lead one to presume 
that a manufacturer who achieves 
an increase in sales through a 
new medium is not going to be so 
improvident as to launch a simi- 
lar campaign nine months later 
with inferior material; and the 
material is poor, although no 
worse than the average two- 
minute film that finds its way on 
to our screens these days. 

It must be concluded that, 
although this survey did a use- 
ful and revealing job in gauging 
the impact of those six particular 
test films, it has contributed, in 
small measure only, towards 
establishing the real impact of 
this type of screen advertising 

Judging by the quality of 
recent films, the manufacturer 
who sponsored this survey, en 
couraged, no doubt, by the 32 
per cent increase in sales, has 
looked no further than his sales 
graphs in his approach to sub 
sequent film campaigns. In 


colour films advertising his pro- 
duct now being exhibited the 
scripts are laboured, the plots 
puerile, the acting dull and the 
advertising message as subtle in 


“would have been the result had they been really good? Is not the sky the limit ”” 


impact as a swift kick from a 
Tibetan pack mule. 

Like many advertisers using 
the screen, he seems to have 
ignored the simple fact that 
cinemagoers, like televiewers ang 
listeners, primarily wish to be 
entertained, and that the adver 
tising message can only be effec 
tive in spurring the recipient to 
action when it is put across with 
an interesting story and the pro 
duct appears with convincingly 
subtle incidence 

During the last six months a 
series of two-minute films en 
tailing hundreds of feet of cellu 
loid and thousands of pounds off 
the appropriations have failed to 
arouse any enthusiasm on my 
part either as one concerned with 
advertising or as an impartial 
cinemagoer. Further, judging by 
the reception given to these 
prosaic epics by the audiences of 
which I have been a member, I 
seriously wonder whether the 32 
per cent increase in sales is not 
just a mere drop compared to 
the potential impact of a good 
two-minute film. 


It is difficult to establish the 


real reason why most of these 
two-minute films lack conviction 
and fall short of their mark, ir- 
respective of the statistics which 
a survey on six films may pro- 
duce 


Leave it to 
the film makers? 


Could jt be that if the produc 
ton of these films were left 
entirely to the film makers the 
results would be more encourag- 
ing both to the sales managers 
and the cinemagoers’? Somehow, 
these films, at the moment betray 
too much of the agency approach. 
Seen from the stalls and the 
circle they lack life and action 
and savour too much of the flat 
and inanimate artistic approach 
which is successfully applied to 
the double-page spread and the 
inside back-cover. 

However, be that as it may, 
purely from a selling point of 
view, it Is most encouraging to 
feel that if a mediocre film can 
achieve an increase in sales of 
32 per cent, a deliberate master- 
piece could very easily absorb 
the entire market! 


DISPLAY FOR HARTNELL 
PERFUME RANGE 


eecceeeoeoses 


This display has been produced for Norman Hartnell (best known 

us a dress designer) who has introduced a new perfume range called 

In Love. A screen and a heart-shaped showcard form the back- 
ground of the various packs in the range 
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Orvertu 
and 
Beginners 
please 


4 Belore the curtain goes up on that new campaign, a 


test campaign will reveal the potentialities of product, 
distributive channels and advertising. When 
choosing the area for such a test, you would do well 
to consider placing it in one of the areas served by 
David Allens 

David Allens are always happy to co-operate in 
planning poster showings, even for short periods, to 
give coverage over a defined area which will be typical 
of the later overall coverage of th: main campaign. 

You'll find it well worth while to set the stage 


for your next test campaign in David Allen country! 


There are such sites throughout North East and 
North West England, Scotland, Northern Ireland 
and Fire. Placed in al! cases to command maximum 
attention and readership, they ensure full value from 


every penny spent on poster advertising. 


a 


DAVID ALLENS ~—----2 


All enuuiries to Head Office: 
ie David Allen & Sons. Ltd, 7 Buckingham Palace Gardens, 
london, S.\WV.1 felephone: SLOane 9711 Telegrams 
Advancement Sowest, London Area Offices in Liverpool, 
Newcastle upon Tyne, Glasgow, Edinburgh, Belfast and Dublin. 
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BUSINESS 


introduces 


Wise decisions on buying, selling, financing 
—all forward planning—depend on having 
to hand the right facts and figures. 


The essential information on which to build 
these decisions will be given in a new-style 
economic service to be provided for all 
subscribers to BUSINESS, 
Management in Industry. 

Entitled PROSPECT, it will 
always be forward-looking, this new supple- 


Journal of 


LOLOL OOM LOOM Lh 


because 


ment will. every month, highlight the salient 
facts and figures of the current business situ- 


BOR DPI LM Pl m 


ation, supported by forecasts of what these 


figures mean for business controllers. 


PROSPECT offers banks, insurance and 
finance houses, and all business services, a 


PA PhD cen 


sound advertisement medium covering a top 
executive level (A.B.C. July-Dec. 1952 
over 12,500 monthly). 


Ask for dummy of PROSPECT (com- 
mencing April) and BUSINESS rate card. 
180, Fleet Street, London, E.C.4. 
CHAncery 8844. 


a ar 


BE FORWARD-LOOKING, TOO 
BOOK SPACE IN 


PROSPECT 
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For those who prefer facts 
to explanations .. . 


W. HOWLETT, of the Paul E. Derrick Advertising 
Agency, analyses a section of Britain’s Shops, and 
gives additional information. 


HERE are people, mainly 

Statisticians, who contend 
that no published research can 
be valid unless it is preceded 
by a lengthy explanation of the 
method of sampling employed, 
the manner in which the work 
was carried out and similar 
details in full. 

There are others who believe 
that a norma] business man has 
no desire to be immersed in such 
detail, 

Whatever the individual out 
look it is the accuracy of th 
facts that counts. 

Those who vote for deta! 
should be happy with the pub 
lished survey of Britain's Shops 
issued by the Statistics Division 
of the Board of Trade. The ex- 
planations are all that may be 
desired. But when it comes to 
the actual facts—the real purport 
of the survey —there ts much left 
to be desired. 

As the survey was taken over 
all shops there is no question 
for dispute as to whether an ac 
curate or sufficient cross-section 
was taken Because I believe 
that distribution and advertising 
go hand in hand, I have for many 
years conducted a survey similar 
to that now published by the 
Board of Trade. covering every 
single retail outlet in a territory 
and gathering such information 
as is necessary for planning a 
sales and advertising campaign 

Britain's Shops was therefore 
of particular interest to me as it 
permitted me to make compari 
sons over the many large and 
small centres so far covered. 


‘Survey should 
yield more data’ 


As a result of these compari 
sons my impression is that while 
the introductory notes may satisfy 
the statisticians | am convinced 
that manufacturers are not get 
ting the information such a wide 
survey should yield. 

Let us take a small area, 
Chesterfield, as an example. 

My survey agrees with that of 
the Board of Trade to the extent 
that it produces 857 retail outlets 
while the published report shows 
8§2. 

But my 

| that: 

663 outlets were dealing in 
one or more trades additional 
to the main line trade, to the 
extent that the &87 outlets in 
fact represents 4,486 outlets for 
all trades 
For instance, the Board of 

Trade reports shows 24 hardware 
outlets, which includes iron- 
mongers etc., whilst my survey 
reveals: 

17 outlets 


survey also reveals 


where hardware 


could be considered the main 

line trade. 

191 outlets where the main 
line trade would fall under 
another classification, but who 
were selling hardware goods. 
Now the real point is that 43 

of the 191 secondary shops 
above, not coming under the 
classification of hardware, had 
larger stocks and obviously did 
more trade than 5 of the outlets 
classified under hardware. 

On this basis neither the intro- 
ductory explanations nor the 
statistics contained in Britain's 
Shops are of great value to 
hardware manufacturers in as- 
sessing the outlets for their pro- 
ducts, the extent of traveller 
calls or the amount of direct mail, 
show material, etc., required. 

This position is present to a 
lesser or greater degree with all 
trades and in every area I am 
able to check. 

In the grocery field the Board 
of Trade survey reveals 276 
grocery and dairy outlets in 
Chesterfield. In actual fact there 
are 331 grocery outlets, an ad- 
dition of 20 per cent on the num- 
bers given in the report. 


Number of 


assistants 


It would require a hundred- 
page report if all the facts I have 
assembled for Chesterfield are to 
be published, but here are a few 
facts relating to all outlets. 

There are 136 outlets where 
the main line trade calls for 4 
Or More assistants grade 1); 108 
outlets with 2 to 3. assistants 
(grade 2); 430 outlets where no 
assistants are employed but which 
appear to have a good and con- 
stant trade (grade 3); 183 outlets 
w.th trade of comparatively small 
importance (grade 4). 

For those interested in getting 
displays: 151 outlets are in main 
centres, 370 are on main roads, 
and 334 are in side streets. 

A further study reveals that 
independent retailers represent 
33-82 per cent of grade | shops. 
58°33 per cent of grade 2, 90-93 
per cent of grade 3, and 99-45 
per cent of grade 4. 

How is one to reach all retailers 
hy advertising? 

The owners and managers be- 
tween them take 988 daily morn- 
ing newspapers, tthe leading 
national being distributed to 
33:37 per cent of them. There 
are 1.428 Sunday newspapers, the 
leading national covering 44 per 
cent. 

There are 108 different trade 
papers circulating in Chesterfield. 
contributing between them 594 
conies to 460 retailers. Further, 
257 retailers buy their trade 
papers from newsagents and 203 
on subscription. 
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‘Education for Advertising: Readers’ Forum 


A joint examination 
scheme LS feasible 


Considerable interest has been aroused by the articles 
on education for advertising by the Editor of ADVER- 


TISER’S WEEKLY, published during February. 


Here are 


two critical appraisals of the proposals made. 


Rationalism 
needed 

E. KINGSLEY BELSTEN, 
education officer. Advertising 
Club of Oxford 

Your picrurRe of the educa- 
tional “front” of organised ad- 
vertising seems to me to be fairly 
accurate, As to the two suggested 
developments: (1) a joint examin- 
ation structure with a Preliminary 
or means of exemption there- 
from, a common Intermediate, 
and a Final allowing a choice of 
specialised studies; and (2) a resi 
dential “Staff” College of Adver- 
tising-—I am bound to say I agree 
with both proposals. 

Anyone, who, like myself, has 
occasionally to talk at length to 
inquirers about careers in adver 


tising, and has to describe the 
A.A. and the LIP.A. and thei 
respective cXaminalion§ arrange- 


ments, must soon begin to realise 
that our present educational 
schemes call for some rationalisa- 
tion. Given goodwill on both 
sides joint action could sure}: 
be agreed on a single examina- 
tion system, 

In your third article, on 
examinations, | think there 
certain misconceptions. 

1. Agreed, the first examination 
must be a Preliminary (not now 
held by either body), with means 
of exemption by passing an 
examination of similar standard. 
To-day the means of exemption 
will usually be the General Cer 
tificate of Education examina 
tion, provided certain conditions 
are fulfilled as to number of 
subjects and standard. 

2. I suggest you are wrong in 
equating the Intermediate with 
matriculation. There is no 
longer a matriculation exam., 
but when it did exist it was a 
preliminary examination. It is 
now superseded by the General 
Certificate of Education. 

3. In the light of 1 and 2 it 
follows that to style the Inter- 
mediate the General Certificate 
of Advertising would obviously 
cause confusion. Why change the 
name of the Intermediate, any- 
way”? 


the 


are 


An idealist’s 


dream 
D. W. SAUNDERS, Dunlop 
Rubber Co. Ltd.. Birmingham 
You srress the point that 
before the advertising education 
system can function ideally, 


there must be closer co-operation 
between the Advertising Associa- 
tion and the LI.P.A. 

Those who have studied (from 


the outside) the question of 
education in advertising, will 
wholeheartedly agree. But dith- 
culties, caused perhaps through 
ditferences of opinion, tend to 
make the possibility of fusing the 
two groups into one, an idealist’s 
dream rather than a semi-immedi- 
ate likelihood, It could be done, 
but oh! ever so gradually. 

1 fee] that a start could be 
made if the education committees 
of the two main organisations got 
together to arrange a series of 
post-graduate courses, for which 


joint certificates could be 
awarded, Market research, ad- 
vertising law, production and 
many other subjects lead 
themselves well to really ad- 


vanced study. Before a student 
could sit for one of these examin- 
ations, he or she would have to 
obtain either the D.A.A. or the 
LLP.A. certificate, thus proving 
that a sound general advertising 
knowledge had been acquired. A 
scheme of this nature would most 
certainly attract the “specialists” 
in advertising. 

The members of the two Asso- 
clations responsible for organis- 
ing the examinations would find 
that by working together, many 
of the problems responsible for 
the present “split” education 
system could be amicably settled. 
The day when all advertising 
examinations could be organised 
by a central body, would become 
much nearer. 


Medals for theses 

| have a further suggestion. 

Presumably education in ad 
vertising is designed to improve 
the volume and quality of knowl- 
edge within the advertising in- 
dustry There are, however, a 
number of excellent brains in 
our industry that have not been 
encouraged to undertake original 
research, Which might be of 
inestimable value to organised 
advertising. 

Why not present advertising 
medals to the senders of original 
theses on subjects connected with 
advertising? They would not be 
awarded indiscriminately, but 
only for work of outstanding 
value to our profession. There is 
ample scope for research on 
copytesting, media selection, ad- 


verlising economies and many 
other factors, 
The Advertising Association 


would probably be the best or- 
ganisation to arrange a scheme 
of this nature. If it should not 


be keen on the idea, why not an 
enterprising 
Regent? 


club such as the 


ADVERTISER'S WEEKLY 


Maal” oP af * 
ORTSTEW ANE 


n — 
ry MA e ve Uatee 


Benth yy 


@itncas 


DOW APATAIOK 
@vnrrven s 
HANK IDGE 
Neweastit 


Consumer Population 1,370,709 

2 Hours Flying Time from London 
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LARGEST NET SALE 


IN NORTHERN IRELAND EVERY MORNING 


Advertisings Light out 


actuan ’ 


DINNER * DANCE * FLA 


see 


YOR SHOW 


Grosvenor House* March 27 
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Gifts for the Ladies 
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HESTRA 


from the LINDON STAGE 


Magnificent Raffle Prises 
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if you want to be there! 
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CARIBBEAN COUNTRIES OFFER A CHALLENGE TO BRITAIN 


Marcu §, 1953 


Wanted: Specially designed products and 


MULL ANNALARA UAL it 


In the latter part of 1950, IVOR 
WILLIAMS, of the General 
Electric Co., Ltd., made a tour 
of the more populated islands 
in the Caribbean. He decided 
that the time was approaching 
when practical demonstrations 
of British - made electrical 
household appliances should be 
carried out in the area. 

Not the least of the reasons 
which prompted this opinion 
was the proximity of the 
United States, and the fact that 
many of the people who live in 
the islands were seeing demon- 
strations in Miami, Florida, 
and other places on the United 
States mainland. 

So, late in 1952, G.E.C. sent a 
demonstration team to the 
West Indies (British Guiana, 
Trinidad and Jamaica). 
Bahamas and Bermuda _ for 
three months. This proved to 
be the only venture of its kind 
ever carried out in the territory 
by a British electrical manu- 
facturer. 

Results of the tour were encour- 
aging, reports Mr. Williams. 
Here he outlines some of the 
general conclusions he reached 
about these mar} ets. 


OWADAYS housewives in 

the Caribbean devote far 
more of their own time to 
cooking than they did a few 
years ago. This is not solely 
due to increased cost of stafl 
but also to the fact than an 
electric kitchen, with its lack of 
extraneous heat, enables Euro- 
pean women to work in it with 
4 fair degree of comfort. 

At the same time the spread of 
educational services has brought 
domestic science into schoo! 
curricula, which means that the 
electrical appliance is no longer 
viewed with fear, but is accepted 
as an attractive and essential aid 
to better living. The sales team 
encouraged the attendance, and 
always secured jt, of girls from 
local schools. In fact, the only 
thing which prevented more of 
this being done was lack of space 
and lack of time. The house 
wives of to-morrow in the 
Caribbean will be keen sup- 
porters of the use of electricity in 
the kitchen, 

Invitations were received nearly 
everywhere for one member of 
the team or another either to 
give a talk on the radio or else 
to take part in a broadcast dis- 


Advertising — 
selling problems 
in a ? 


more on-the-spot promotion 


cussion. This gave the norma! 
demonstration some valuable in 
direct publicity. 

There are many lessons to be 
learned from this trip, but one 
thing is very clear. The West 
Indies, the Bahamas and Ber- 
muda, offer a_ challenge to 
Britain to conceive, develop and 
supply apparatus, and particu- 
larly consumer goods, to cater 
fo: their particular demands, 
which few British manufacturers 
are attempting to meet. 

It was brought home to the 
team both by inference and in so 
many words that these islands, so 
close to the American mainland, 
can now be described as a zone 
cf American influence. Not only 
is the proximity of the United 
States an influence, but the Naval 
and Air bases which were trans- 
ferred during the war have 
naturally brought an influx of 
American servicemen with their 
wives and families, and in their 
train many civilians who are now 
domiciled in the islands and 
rapidly becoming part of the 
population. Add to these facts 
the considerable increase’ in 
tourist traffic and it can well be 
seen how important it is for 
Britain to bestir herself into active 
selling of British products, and 
selling the hard way. 

Jamaica, the Bahamas and 
Bermuda are to-day rapidiy be- 
coming to the United States and 
Canada, what Switzerland has for 
so long been to Europe, a holiday 
Mecca. During the season, which 
is almost extended now to the 
full year, the preponderance of 
visitors come from the United 
States. 

While this is admirable from 
the currency point of view, it does 
make it} most important that 
Britain should pay more atten- 
tion to her shop window in the 
West Indies and put everything 
the can inio it. Moreover, 
Britain should be able to supply 
consumer goods which will com- 
pete in every possible sense with 
the articles which are so excel- 
lently advertised by the United 
States. American advertisements 
are Widely read in the magazines 
which are exhibited and freely 
distributed through the Carib 
hean. 

In most of the islands visited 
there is an embargo on the pur- 
chase od L aneall from dollar ter- 


PUBLICITA 


ritories aS long as it can be shown 
that British-made goods _ of 
equivalent quality and usefulness 
are available. Although there is 
very genuine feeling for Britain 
and a desire to purchase from 
her if possible, there also ap- 
peared to be a feeling that in 
some respects this country was 
beginning to lose the interest 
which up to the last war she had 
always shown in the islands. 
This particularly applied to 
manufacturers and on_ several 
occasions the team was told that 


its efforts had acted as a tonic 
and visible token that some 
manufacturers appreciated how 
essential it was to take their 
goods and demonstrate their 
capabilities in person, instead of 
expecting sales to be automatic. 
lt was proved on numerous 
occasions that whilst people had 
been swayed by the comparative 
lack of advertising and practical 
demonstration of British house- 
hold products, these products 
after full portrayal, could stand 
comparison with all comers. 


Finnish paper’s new rotary prints 
four-colour ads. 


FINNISH paper, Uusi 

Suomi, has installed a new 
rotary press which enables it 
to print 96 pages, with four 
colours on many of them. 

One of the features which will 
have this colour for the first time, 
both for advertisements and 
editorial, is a trade and industry 
page. This appears about twice a 
month and carries advertisements 
for a wide variety of industrial 
goods, 

Reproductions of some of 
these insertions, and an example 
of what the four-colour printing 
can look like are published in a 
recent promotion folder. 

London representatives of 
Uusi Suomi are Joshua B. 
Powers Ltd. 

* * * 

United Kingdom trade pros- 
pects with Uruguay are bright, 
according to a 
Board of Trade 
report. At the 
end of January 
Uruguay had a 
favourable bal- 
ance of some 
£9-10 = million, 
about by the 
heavy purchases of Uruguayan 
wool from July 1952 onwards. 
There is, however, considerable 
delay in the opening of import 
quotas, warns the message. 

Quotas for first category (ie. 
essential) imports from the 
United Kingdom were opened on 
January 17 to the total value of 
U.S.$9,459,000 (equivalent — in 
sterling) and included provision 
for the following: lubricants, 


mainly brought 


tractors, construction materials, 

tea, electrical goods, ironmon- 

gery, machinery, raw materials, 

drugs and chemicals, threads, etc 
* * 


The management of the Cen- 
tral African Rhodes Centenary 
Exhibition (which will open at 
Bulawaya on May 30° and 
remain open until the end of 
August) reports that commercial 
space is being booked up rapidly. 
The heaviest hookinges are for 
external exhibits, and stands for 
these are now being laid out. It 
seems certain that all available 
space will be taken up long 
before the opening date, the man- 
agement estimates. 

* * * 

A new quarterly periodical to 
be issued in January, April, July 
and October, is the Nigeria Trade 
Journal, compiled and published 
by the Department of Commerce 
and Industries, Lagos, Nigeria. 

The new = quarterly journal 
aims to provide commercial in- 
formation and news of economic 
interest for all who wish to deal 
with this British Colony. 

As Nigeria develops so the 
potential market for exports from 
the United Kingdom increases. 
Demand for capital goods as well 
as manufactured articles goes up 
each year. 

The journal therefore 
he of practical value to United 
Kingdom exporters. The first 
issue of 44 pages includes a fea- 
ture article on industrial projects; 
and gives particulars of trade 
statistics, freight rates, newly 
registered companies and import 
and export regulations. 


should 


.. is the leading and largest adver- 


tising organisation with 50 branch offices. 
General information and 

exact estimates are supplied free and 
without obligation to you. 

Write to our fully equipped 


Foreign Department, 
3 Av. Benjamin-Constant, Lausanne. 
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Keep YO /'R Name and Services 
To day and Displayed 3efore Your Customers 


To-morrow —Throughout The Entire Year ! 


The unequalled influence enjoyed 
by the Belfast News-Letter in Oay and Date 
Northern Ireland has its source in ae 7 a Year's Calendar on from 
a devotion to sane and decent WOND 3\ es 

standards of journalism that have = 

been maintained for over 215 
years. 


a Spaces for day's engagements 


ae Memo sheets for preceding 
‘, days 


Morning after morning, for ? ee a : x. Gust meteahccaritaaed 
gzenerauion after generation, this ‘ 4 ; none oa — 
newspaper has been received in 


o a Self-Locking Rods for hold 
the homes of the people of the yuae ome aa 


Province, and has been a potent \ Dated sheets fer coming days 
factor in their lives. — 
Advertisers who think not only ) : Gunn Gy Gon 
of to-day’s immediate gain but ‘ 4 Strong Stand 
also. of to-morrow’s — increased 2.4 . —uUe 
benefit place their advertisements 4 : . we 
in its columns. 

More than a newspaper—an 

institution 


BELFAST: B If: st Established Pencil rest 
Donegall Street e as 1737 Ghways within 


ach ———> 
LONDON: 


85 Fleet Street News-Letter 


N enquiry TO-DAY will bring you proof of the 
economical advertising values of ‘SYSTEM’ DESK DIARIES 
in good time for you to obtain supplies for Christmas or New 
Year Gifts. Your name and business announcement printed 
in colour on each Daily Sheet will bring your goods or 
service prominently before the notice of your clients or 
prospective customers every hour of every working day 
throughout the whole year. 
Supremely useful and remarkably practical, the ‘sysTEM’ 
DESK DIARIES are in constant daily use, serving as infallible 
reminders of appointments, things to be done, and so on 
They are more frequently referred to than any other article 
of desk equipment, and so constitute the most effective form 
of continuous but inexpensive publicity available. 
*Now supplied with choice of five 
attractively-coloured — plastic stands. 


WITHOUT OBLIGATION 
fill in and post the coupon below 
for particulars and quotations NOW 


To SHAW PUBLISHING CO., LTD. 
180 Fleet Street, London, E.C.4 


, W Without incurring any obligation I would like to have 
48,000 of these display units were produced by automatic your quotation for SYSTEM’ DESK DIARIES for | 


screen process printing, with ten variations of copy-matter advertising purposes. 


and colour. Carrying dummy cartons they fold completely Address 
flat for packing. 


} J Another job well done by)... Name 


OF ADVERTISING 


24 GLOUCESTER STREET, BRISTOL 2 + TELEPHONE 26817 . 20460 
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NEW AD. CHIEF 
FOR ASSOCIATED 
NEWSPAPERS 


Ir must be a matter of satisfaction 
to Charles W. V. Truefitt to have 
organised the Coronation Year 
Daily Mail \Ideal Home Exhibiuon 
before taking over from William 
Faux as director of advertising, 
Associated Newspapers 

The last time I wrote about 
Trucfitt in these columns 
refer to his work on the Silver 
Jubilee Ideal Home, one of the 
highlights in an eventful career in 
which he has rendered distinguished 
service to the Daily Mail and Asso- 
ciated Newspapers. 

This career began when he be- 
came Parliamentary Private Secre- 
tary to Kennedy Jones (an original 
director of the Mail and the Evening 
News). At the Paris Conference 
after the first world war he collected 
signatures to the famous telegram 
dispatched from Fleet Street to 
Lloyd George in Paris, protesting 
against the whittling down of 
German reparations. 

When he went to the Daily Mail 
advertisement department in 1922, 
one of his first jobs was to get ad- 
vertisements for the Royal Warrant 
Holders’ page in the wedding sup- 
plement devoted to the marriage of 
Princess Mary and Viscount 
Lascelles. Since then he has been 
business manager, Continental 
Daily Mail; advertisement manager, 
Sunday Dispatch; and, — Sater, 
Evening News. Since the last war 
he has run the Evening News 
British Music Festival; and he took 
over the Daily Mail Film Award 
to leave Stuart McClean free to 
direct the rebirth of the Exhibition 
in 1947, 

Mr. 


Mr. 


was (to 


Truefitt's work 


for the 


Middle Classes Union, House of 
Commons Olympic Games Commit- 
tee, National Savings, Empire Day 
children's rallies, and the Royal 
Windsor Horse Show (of which he 
was a founder) gives some indica- 
tion of the breadth of his interests. 


2 years with 
‘The Observer’ 


BDECISION of J. E. Berridge to 
retire at the end of August is no 
spur-of-the-moment one. His col- 
leagues on the Observer have known 
for some years that it was his inten- 
tion to leave while he was still able 
to enjoy what he chiefly wants to 
do--travel. As director, general 
manager, and advertisement mana- 
ger, he has certainly earned a rest; 
seven-day weeks have been a com- 
mon experience with him. 

An Astor man all his working life, 
Mr. Berridge served for a while on 
both the editorial and commercial 
sides of the Observer and the Pall 
Mall Gazette. He has been with 
the former 42 years and, like all his 
colleagues [| have met, is very 
proud of the independence and tn- 
tegrity of the paper. 

At 68, Mr. Berridge can, of 
course, look back on many changes. 
Time was when the Observer some- 
times reached 40 pages, with ISI 
columns of advertising; 32 pages, 
with 100 columns of ads., were nor- 
mal, The change that most im- 
presses him in advertisements them- 


selves is the way they have been 


WASS, PRITCHARD « Co. Lr. 
8S FENCHURCH STREET 


LONDON 


E.C.3 


Creators and Producers of Colourful Printing 


ROYAL 7i4t 


3 LUNES 


ful career. 


cleaned up and dubious advertisers 
excluded, and also the improvement 
in the copy, although he feels ther 
is still room for progress here. 

M: Berridge has been a 
member of the 
prictors’ Association for 30 years 
and a member of its advertisement 
commitice He remains a director 
of the Observer. His son, Norman, 
becomes advertisement manager and 
circulation manager forthwith. He 
joined the Observer in 1946 after 
war service in Narvik, Tobruk, and 
elsewhere 


council 
Newspaper Pro- 


4t the Mansion House, C. FE. 

McConnell (right) presents Lord 

Mayor of London, Sir Rupert De 

la Bere with a scroll inviting him 

to attend An Tostal—the “Ireland 

at Home’ Festival to be held 
April 5-26. 


Busy man at 
Mansion House 
BRARELY have I spoken through 


a more persistent barrage of tele- 
phone calls than when I looked in 
on Eric Williams at the Mansion 
House the other day. Mr. Williams 
is the senior public relations execu- 
tive who, with his secretary, has 
been seconded, free, by Foote, Cone 
& Belding to act as P.R.O. for the 
Lord Mayor's Flood Fund. Judg- 
ing by what I saw, he is going to 
be a busy man for the next three 
months or so. 

Mr. Williams has had an event- 
For a while he was with 
the Chronicle and Echo, Northamp- 
ton. During the war he served first 
with the Merchant Service, then the 
Navy, and finally, as a Licutenant 
R.N.V.R., he was an official Naval 
reporter with the Admiralty, cover- 
ing the U-Boat surrender, the last 
days of “Pluto,” and other notable 
events. Since the war he has been 
with the Sunday Dispatch, where 
he met his wife Peggy Peregrine: 
Reuter’s; and on the publicity side 
of Gainsborough Film Studios. 

It was in 1949 that he joined 
F.C.B. A couple of years ago he 
took his wife and twin girls—then 
only three months old—to Greece, 
where he did P.R. for Greek tourism 
in five countries. 

When he told me that he is build- 
ing a house at Esher, C. J. Murphy 
interpolated ““Not out of the Fund.” 
Mr. Murphy is the international 
P.R. consultant and Kemsley 
foreign news editor who nobly 
stepped into the breach to work for 
the Fund until Mr. Williams took 
over. 


. tion. He is an 
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Cuttings by 
the million 
BREMOVAL of Romeike and 


Curtice, the press cutting people, 
to their new offices in Chancery 
Lane recalls the night of May 9- 
10, 1941, when the blitz destroyed 
all their equipment and files. Yet 
the following night newspaper cut- 
ungs dealing with many subjects, 
including hush-hush material for 
Government departments were 
ready as usual. The heroic en- 
deavours and improvisation that 
made this possible brought so many 
tributes to R. & C. in papers 
throughout the world that for once 
their own name became _ their 
largest assignment. 

Philip Morgan, managing director 
of this 90-year-old firm, tells me 
that before the war his company 
put out some 40 million cuttings 
a year. Austerity and the news- 
print shortage have reduced this 
figure to about a quarter, but with 
the facilities at their new premises 
it is hoped to get back to pre-war 
production soon, 

* * * 


Like many advertising men, 
Frederick T. Day, advertising and 
publicity manager, Samucl Jones & 
Co., Ltd., has a hobby which he 
has made a serious spare-time voca- 
authority in’ the 
educational world on coloured 
paper-craft and has published four 
books on the subject. 

His latest, Passe-Partout for 
School and Home (Newnes Educa- 
tional Publishing Co., 8s. 6d.), is 
well-timed, for this craft has many 
obvious applications in a Corona- 
tion year. 


A. J. C. Gormley, chairman, Inter- 
national Chemical Co. and John 
Wyeth & Brother Ltd., and formerly 
chairman, Incorporated Society of 
British Advertisers (1936-37), with 
Mrs. Gormley, on the Queen Mary, 
en route for a business trip to the 
U.S. and Canada. 


Contact 


WEEKS WISECRACK 


“And what 
free samples, old man, we 
look like having an Ideal 
Home of our own this 
week” 


with all these 
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THE CUSTOM HOUSE QUAY 


— REPRODUCTION after the painung by Samuel 
Scott (1702-1772), now in the Victoria and Albert 
Museum, ts an early example of the application of art to the 


romance of commerce. It is believed to represent Bear 
Quay between the Custom House and London Bridge 
and is one of many riverside scenes painted by Scott 
which form an invaluable record of the London of the 
eighteenth century. 

Through the medium of paper famous works of art 
can be reproduced for the enjoyment of a wider public, 
records of the past can be retained in perpetuity and 
knowledge can be disseminated to more and more people 
throughout the world 

But paper as a printing medium is only part of the 
story. ‘The modern scene on a loading quay reveals 
many of the industrial purposes for which other kinds of 


paper are used. There are cylindrical contamers made 
from kraft liner, one of the strongest of packaging 
materials, used for the transporting of many of this 


country’s raw materials 


: corrugated cases for the safe 
conveyance of such diverse products as cathode ray tubes 
and canned foods and, mdeed, protective packaging 


of all sorts and sizes tor safeguarding goods in transit. 


Unequalled resource and 
a great WwW alth of exporence 
are aval lable to indu ind 
commerce through the 
ing Division of the 


Organisation 
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Current Advertising. 


Pye to launch ‘biggest ever’ 
TV advertising campaign 


Tostal Stout 
jor Britain 


Label difficulties marked the 
launching in Ireland of a new, 
extra strong stout specially brewed 
by Beamish & Crawford Ltd., of 
Cork, to celebrate An Tostal, the 
Festival of Ireland 

The first label for this new beer 

which will be marketed in Britain 
later, probably under a_ different 
name—included a reproduction of 
the An Tostal emblem, a_ harp. 
Guinness objected, pointing out that 
the harp was their trade mark. An 
alternative label has been designed 
for Tostal Stout-—-without — the 
harp, which will appear on the 
neck label instead. 

A campaign for the new stout 
will begin on March 14 in the 
Dublin and Cork morning and 
evening newspapers. Point-of-sale 
material will be used extensively. 

Agents: Rumble, Crowther & 
Nicholas Ltd. 


Store ads. tackle 
high fare barrier 


To encourage people to travel to 
their Kensington store in face of 
high fares, Ladymere are offering a 
24 per cent “Fares Discount” to 
personal shoppers on all goods that 
they buy. 

Space has been taken in the 
Greater London's Greater Press 
series. The ads. are headed: “Cut 
out this advertisement and save on 
your fare to Ladymere of Kensing- 
ton.” Readers are asked to write 
their names and addresses as well as 
the name of the newspaper in the 
margin of the advertisement and 
take it with them on their visit to 
Ladymere, 

Ladymere advertising is placed 
direct, 


pegs he 


Ant vs mane BY JOHN SINCLAIR LTO. 


These ads. will be appearing for a 
new tobacco, Highland Sliced, made 
by John Sinclair Ltd. The schedule 
includes the “ Daily Express,” “Dail, 
Mail,” “Daily Herald,” “News 
Chronicle,’ “The Star,” and provin- 


cial dailies. Holman Advertising Ltd. 
are the agents, 


{ 


A new development in tele- 
vision receivers is being intro- 
duced by Pye Ltd. this month 
with what is claimed to be the 
biggest advertising campaign ever 
run by a TV manufacturer in 
this country, 

Iwo new sets are being intro- 
duced incorporating an automatic 
picture control—fading or flut- 
tering of picture due to variation 
of signal strength or aircraft 
interference 1S automatically 
countered and the vision, it is 
claimed, remains steady. 

The campaign, handled by 
Arks Publicity Ltd., breaks next 
Tuesday. It will include whole 
pages in the Daily Express, Daily 
Mirror and Daily Herald. Other 
large spaces are being taken in 
national newspapers, magazines 
and provincial press. Local 
dealer advertising is being en- 
couraged. 

Sales aids include a double 
crown poster, and a cut out for 
the screen of a TV set. 


Biro introduce 
new refill 


A new development in the ball 
pen field is the introduction by Biro 
of a “controlled flow refill.’ 

There will be a large scale pub- 
licity campaign to launch the new 
refill. It is made of a new material 
which, it is claimed, preserves the 
“flow” properties of the ink irre- 
spective of climate and the length 
of time the unit has been in store. 

National newspapers and maga- 
zines will be used for press adver- 
tising which is handled by C. J. 
Lytle (Advertising) Ltd. 


Scott’s launching 


Coronation pack 


A special Coronation pack appeal- 
ing to children is being introduced 
by Scott's for their porage oats. 
Children can construct a_ theatre 
from the packs, every one of which 
will include a scene from the 
Coronation in full colour to be cut 
out, 

Advertising for these packs starts 
in April in Illustrated, Eagle, Girl 
and other children’s publications. 
Colman, Prentis & Varley Ltd. are 
the agents. 


‘Pure’ smoking ads. 


Abdulla are taking large spaces, 
including half-pages and 13 in. by 
five columns, in na:ional Sundays, 
London evenings, and women's 
magazines, to advertise their Cool- 
tipt cigarettes with a new filter tip. 
The ads. illustrate how “the new 
Cooltipt’ is specially designed to 
give you the purest possible smoke.” 


New shaver 


Large spaces in the Daily Express 
and Sunday Dispatch are being 
taken this week by Philips Electrical 
Ltd. to launch a new Philishave dry 
shaver. Further advertising in con- 
templated but plans have yet to be 
completed. The agents are Erwin 
Wasey & Co., Ltd. 


So that’s how Mam makes 
GOOD-LOUKING 
CURTAINS... 


curtan tape, He sure you atk bot 


it by name 


; Rufflette’ 


CURTAIN TAPE with HOOKS of RINGS 


This is one of the ads. which will 
be appearing soon in the new 
Thomas French campaign. 


What they think of 
Ma Perkins 


Thomas Hedley & Co., Ltd., are 
offering four Ford Zephyr cars plus 
a year’s free petrol in four weekly 
competitions in connection with 
their Ma Perkins programme for 
Mirro on Radio Luxembourg. 

Competitors have to write in not 
more than 25 words their opinion 
of Ma Perkins programme which is 
broadcast at 9 p.m. every night 
from Monday to Friday. 

In addition there will be 100 con- 
solation prizes of £2 10s. each. If 
they prefer first prize winners may 
have £1,000 in cash. 

No entry fees, or box tops, are 
asked for. 
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Curtain campaiga 
for Coronation 


One of the housewife’s priorities 
for the Coronation will be new 
curtains. So Thomas French & Sons 
Ltd. are launching a heavy spring 
advertising campaign for their 
Rufflette curtain tape, hooks, rings 
and runways. 

The theme of the press advertis- 
ing will be ““Good-looking curtains” 
and space has been booked in 
national and weekly newspapers, 
magazines and women’s journals. 

Advertising material has been 
produced to promote curtain and 
curtain accessory sales from every 
angle. Sales aids being sent to 
retailers include small sample cur- 
tains to demonstrate the use of 
Rufflette brand curtain tape, full- 
colour counter leaflets and show- 
cards, pattern cards, counter display 
units and plastic display stands 
fitted with sample lengths of 
Rufflette brand curtain runways. 

Free blocks are also being offered 
to retailers for local press adver- 
tising. The Winter Thomas Co., 
Ltd. are the agents. 


Facts and figures 


Advertising for Gold Cross out- 
size dresses, made by Elita Ltd., 
of Manchester, during this month 
in women’s publications will in- 
clude a chart listing measurements 
and the size of dress needed A 
fit the respective figures. A. 
Knowles Ltd. (Manchester) indie 
the account, 


e AT A 


borough). 


NEW ACCOUNTS: 


Taylor Advertising Ltd.; 


for Auger & Turner Ltd. 


NEW CAMPAIGNS: 


GLANCE e 
ACCOUNTS MOVING: 


Armstrong Whitworth Pneumatic Tools Ltd. and Cairns Noble 
& Co., Ltd., ship owners, to Rooster Publicity Ltd. (Peter- 


Sidney G. Jones, machine too] importers (trade press) for 
Lennard & Travey Ltd., makers of 
Lentrac fabrics (trade press) for Auger & Turner Ltd.; Imperial 
(national and provincia! press) 
(Birmingham); 
(Plymouth) Ltd., makers of Plymouth gin, for Napper, Stinton, 
Woolley Ltd. (London and Home Counties camnaign). 


Motorways (Birmingham) Ltd. 


Rufflette curtain tape, hooks, rings and runway (the Winter 
Thomas Co., Ltd.), national daily and Sunday newspapers, 
magazines and women’s journals; 


Coates & Co. 


Highland Sliced tobacco 


made by John Sinclair Ltd. (Holman Advertising Ltd.), national 
dailies, London evenings and provincials; Biro Refill (C. J. 
Lytle (Advertising) Ltd.), national press: Scott's Porage Corona- 
tion pack (Colman, Prentis & Varley Ltd.), [/lustrated, children’s 
papers and trade press; “Readers Digest,” bigger advertising in 
national dailies, provincials, and Radio Times for March issue; 
Corvette, Goya's men’s toilet preparations (Greenlys Ltd.), 
national newspapers and magazines, Underground escalator 
cards, and point of sale display material; Ladymere (direct), 
London suburban newspapers; Pye television (Arks Publicity 
Ltd.), large spaces in national and provincial newspapers, maga- 
zines, double-crown poster and display material; Philishave dry 
shaver (Erwin Wasey & Co., Ltd.), Daily Express and Sunday 
Dispatch; Polaroid sunglasses (Mason-Peacock Ltd.), national! 
newspapers, weekly and monthly magazines and trade press; 
Abdulla Cooltipt cigarettes (London Press Exchange Ltd.), large 
spaces in national Sundays, London evenings and women's 
magazines: Pure Lemon Juice (Digby Wills Ltd.), women’s 
magazines and trade press; Shore sheets (S. C. Peacock Ltd. 
(Liverpool) ), Radio Times, trade press and full page colour 
spaces in women’s magazines; Whitworth’s self-raising flour 
(Godbolds Ltd.) colour pages in women’s magazines and new 
showceard. 


PUBLIC RELATIONS ACCOUNTS: 


Jagosiay National Tourist Office for Presservices Ltd.; 
Charnos Hosiery Ltd., for Voice & Vision Ltd. 
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ADVERTISER'S WEEKLY 


~~ 


Theatre Publicity Ltd 
can give you 
this scale of National Coverage 
in Screen Advertisin g 


Odeon-Gaumont | 538 cinemas 


Independent 
and other circuits 3109 cinemas 


With one telephone call to Theatre Publicity you 
can book any or all of these 3,647 cinemas for your 
advertising films—whether you're thinking of a local, 


regional or national campaign. Theatre Publicity 


produces the finest films and filmlets and provides 


| 


the most comprehensive service in the screen 


advertising field. 


THEATRE PUBLICITY LTD - Leading Screen Advertising 


A COMPANY WITHIN THE J, ARTHUR RANK ORGANISATION 


HEAD OFFICES: 124-128 FINCHLEY ROAD, LONDON, NW3 (HAM. 4424) w& SALES & PRODUCTION: FILM HOUSE. WARDOUR STREET, LONDON, W1 (GER. 9292) 
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ADVERTISER'S WEEKLY 


We Hear— 


THAT Henry Cuthbert, London 
director and advertising manager of 
the Journal of Commerce and Ship- 
ping Telegraph, celebrated 55 years 
with the publishers Charles 
Birchall & Sons Ltd., this week 

¥* P ¥ 
[HAT Graham Cherry, consulting 
publicist, spoke on “Publicity” at 
4a meeting of the Rotary Club of 
Luton to-day (Thursday). 

$ $ * 
THAT ten Daily Mirror and Sun 
day Pictorial semor overseers will 
visit Canada and the U.S.A 

* # * 
PHAT the Gas Council is holding a 
Gas Sales and Service Conference 
at Seymour Hall, London, next 
Wednesday and Thursday. 

* * , 
THAT Margate Publicity Commit 
tee have received 1,570 requests for 
guides as the result of a 1/ 16th page 
space on the back cover of the 
Radio Times Applications are 
still being received at the rate of 
five a day. 

* * * 
THAT Ernie Thorpe, circulation 
manager of the Birmingham Gazette 
has been presented by his wife with 
1 daughter— Penelope 

* ’ ¥ 
THAT Cullingford of Chelsea Lid 
have sent a Coronation Year leaflet 
to chemists ilustrating three 
souvenirs in soap which they have 
produced 


THAT honorary press officer for an 


Faster Bonnet Parade to be held 
in Luton ts Lewis C. Juchan, 
editor of British Millinery and 


Hatters’ Gazette, 

* * * 
IHAT P. D. Ratcliffe, advertise- 
ment manager of Motoring and 


Transport Efficiency, has been ap- 
pointed convenor of the Commer- 


cial and Industrial Fair which is 
to be held June 1-6 at Cowley 
Oxtord. 

* * t 


THAT Peter C. J. Rossi, account 
executive, Armstrong-Warden Ltd.. 
will marry Miss Priscilla Firks at 
Boxmoor, Hertfordshire, on Satur- 
day. 

* * * 
THAT Bexhill Corporation have 
rejected the offer of a publicity song 
called “Sunshine Town.” 

* * * 
THAT Bill McGowran, Evening 
News sports writer and columnist, 
spoke at a luncheon mecting of the 
London and Home Counties branch 


of the British Association of 
Industrial Editors on Tuesday. 
* a * 


THAT Kenneth R. Scrivener, sales 
promotion executive, the Morgan 
Crucible Co., Lid., a member of 
the Council of the British Sales 
Promotion Association, has been 
appointed hon. secretary of the 
Association. 


ADVERTISING MANAGER’S CORNER 


Morticulturally 


Speaking 


It doesn’t matter whether your fingers are green 
or whether they're just the usual rich nicotine 
tint, you can’t afford to let the grass grow under 


your feet at this time of year. 


It’s the spade 


work you put in now that decides what sort of 


tune you're 
Thanksgiving. 


going to 


sing at the Harvest 


And while you've still got the Spring Fever in 
your blood, why not plant a few Harris ideas 


around your territory? 


Put them in an open 


situation where the customers can see them, and 
you can be sure that theyll bear the sort of 
fruit that keeps the shareholders happy. 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.1 
Tel.; REG 3295-6 


F. L. Johnson, managing director of 
Lid., has presented three long serv 
retirement. Left to right: E. : 


“Birmingham Gazette’; F. 
Despatch” ; H. Chance (49 years’ ser 
March (S2 years’ seri 
Morrell, 


manager; C. 


and W. B. 


THAT G. H. Gates-Reed, publicity 


manager, Shalimar Paints, Calcutta, 
has arrived in this country on six 


months’ leave. 


THAT the 


are marketing their Jaffajuce in a 


* # * 
Apollinaris Co., 


new 20 oz. bottle retailing at 3s. 


THAT an 


the 


* * * 


Industry 


Council, 


* 


. 
PPTTTTTTTTITITILIIT TITTLE eee 
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Friday, March 6. 


Saturday, March 7. 


Monday, March 9%. 


Tuesday 


Wednesday, March 11 


cheon. Speaker 
Friday. March 13. 


ADVERTISING 
DIARY 


Master SIGN MAKERS ASSOCIA- 
TION annual dinner. Park Lane 
Hotel 

INCORPORATED SALES MANAGERS 
ASSOCIATION ladies’ night Gros- 
venor House 

Liverroot AND District Pusti- 
CITY ASSOCIATION luncheon D 
Buckland Smith on “Showground 
press and publicity.”’ Reece's Res- 
tauramt, | pm 


Youna Master Printers’ Con- 
TERENCE Warrogate (until Mon 
day) 


West Pusticity 
Cin, W Wheatley on ‘Sales 
management." Carwardines Res 
taurant, 6.30 pm 

Pusticity Ciup or Lonpon. Col 
Maurice J. Buckmaster on “British 
aid to French Resistance."" Wal- 
dorf Hotel 
March 10. 

Firer Steeer COLUMN 
Gore Circre dinner 

Pustictry Ciun OF NOTTINGHAM 
Miss Bee S. Fielding on “What 
N.A.BS. Means.” Mikado Res 
taurant, 1 pm 

REGENT ADVERTISING Cur 
F. H. K. Henrion on “Posters’ 
(educational lecture) 

Beirisn Saces PROMOTION Asso- 
cuTion. Henry Deschampsnecufs on 
“New trends in export sales pro- 
motion.” & Hill Street. W 1 

WOMEN'S ADVERTISING CLUB OF 
LONDON dinner Paul Jennings on 
“Sense of humour.’ Trocadero 


BRISTOL AND 
I 


Cus 


eee RRR REE E RHEE EE ESSE ESET EEE SESE ESET SESE EEEE EEE EEEESEEEE ESET ESEEE EES OH 


Beirisnh Direct Matt Apvertis- 
ING ASSOCIATION tea-time talk. Alan 
Betts on “Print that selis by direct 
mail.”" Shaftesbury Hotel, 4.30 p.m 

MANCHESTER Pusticirry Assocta- 
TION. Alan Jarvis on “‘Is art neces 
* Royal, | p.m 


FRKS ANID 
Discussion « 

trends in advertising.” 
Hotel, Reading Pp 
Pusttictry Cie of 


PUALICITY 
m “Current 
ir White Hart 
Leros tun 
“Thack,”’ cartoonist 
Kins Edward Restaurant, 12.30 p.m 


Pusticiry Ciun or Leicester 
luncheon Howard Wadman on 
“Advertising is poetry.” Bell Hotel, 
12.48 p.m, 


Jocham, 


Ltd., 


application to declare 
North Riding an area of 
“special control” in which no out- 
door advertising will be permitted, 
will not be opposed by the Outdoor 


Advertising Advisory 


the Birmingham Gazette and Despatch 
ice employees with cheques on their 
Thorpe, circulation manager of the 
circulation manager of the “Evening 
vice); F. L. Johnson; J. Collins, works 
ice); W. Rowley (49 years’ service); 
director and manager. 


Publications News 
And Notes 


First ten-page 
issue since 1939 


Ihe Evening News ran a 10-page 
issue on Monday, the first since 
September 1939. Announcing this 
“bigger and better’ edition the 
Evening News recalled that the 
largest post-war issues so far had 
been of eight pages and of these it 
had published “many more than its 
nearest competitor."’ More ten-page 
editions are expected from time to 
time. 


* * * 


The four numbers of Woman 
appearing during March will all be 
64-page issues, it is announced by 
Odhams Press. Eight pages of the 
first of these enlarged issues, pub- 
lished this week (dated March 7), 
make up a detachable furnishing 
supplement, with 16 pages when 
folded, designed to help Coronation 
Year brides. 

” * 


The Motor Cycle (Associated 
Iliffe Press) is celebrating SO years 
of continuous publication with a 
special “Golden Jubilec’’ number 
on March 19. Included in this 
enlarged issue, containing many 
extra pages of gravure, will be 
The Motor Cycle’s own history 
and a comprehensive review of the 
development and technical progress 
of the motor cycle over the last 
half-century. 

¥ + * 

A new weekly trade journal for 
travel agents, Travel Trade Gazette, 
will be published for the first time 
oa March 20. The journal will be 
of newspaper format with a page 
area of 15 in. by 11 in. The initial 
print order is 3,000 and the adver- 
tisement rate will be 25s. per s/c 
inch. 

. * * 


In connection with National 
Sewing Week, the Eastern Evening 
News (February 25 issue) carried 
a three-page supplement consisting 
almost entirely of advertisements 
from makers or suppliers of knit- 
ting wools, sewing silks, and fabrics. 


* * * 


Techniview =‘ Publications 
who have now opened London 
offices at 125 Oxford Street, 
London, W.1., will be launching 
their new monthly publication, 
Production Efficiency, in April. 

s 


Ltd., 
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More News About People 


Frank Andrews 


H. F. Overy joins 
Willing & Co. board 


H. F. Overy, managing director, 
Willings Press Service, has been 
appointed to the board of Willing 
& Co., Lid 

* * * 

Dr. Wim de Jonge and Jan Stapel, 
directors of the Dutch Gallup Insti- 
tute, are at present in London. Mr. 
Stapel, who is president, World As- 
sociation of Public Opinion Re- 
search, will discuss with Dr. Henry 
Durant (director, Institute of Public 
Opinion), who is president, Euro- 
pean Society of Opinion and 
Market Research, the programme 
of the joint conference of these two 
bodies to be held at Vevey, Switzer- 
land, August 31-September 4. Dr. 
Durant will attend a council meet- 
ing of “Esomar” in Paris at the 
end of next week. 

* * * 

B. Charles-Dean, of Hartley-Ward 
Studios, is back from the Gold 
Coast where he has been producing 
a film on the manufacture of cocoa 
butter for West African Mills Ltd. 
in Takoradi and Accra. In Accra 
he was guest at the opening of the 
Legislative Assembly by Sir Charles 
Arden-Clarke, and also met the 
Prime Minister. 


On 
staff of Kemsley 
Slaughter 
pewter pot to 
of John Haddon & Co., Ltd., when 


behalf of the advertisement 
Newspaper, Fred 
presented an_ inscribed 
“Archie” Swatton, 


they entertained him to lunch to 
celebrate his 50 years in advertising. 


* 

J. G. Publications announce that 
W. Anderson has been appointed 
advertisement managet of 208 maga- 
zine. He entered Fleet Street as an 
advertisement representative on the 
“smalls” of the Daily Express in 
1922. He was then appointed to 
T. P. & Cassell's Weekly as a display 
advertisement representative in 1924, 
and joined the Daily Mirror in 
1927. He joined the Sunday Graphic 


advertisement staff in 1930 where 
he graduated to senior representa- 
tive of the Daily and Sunday 
Graphic. He remained with Kemsley 


Newspapers for 23 years. 


W.. Anderson 


H. F. Overy 


After four months in’ Egypt, 
where he has had the opportunity 
of meeting many of the importers 
of goods from Britain and else- 
where, George Young, of Over- 
seas Publicity & Service Agency 
Lid., has returned to London with 
first hand information on and im- 
pressions of the press and the 
economic situation in the country. 

* * * 

Peter Wright has joined the ad- 
vertisement department of — the 
North London Observer Series. 
Previously, he was with the sales 
department of the Encyclopedia 
Britannica. 


* 7 * 

C. E. Weeden has been appointed 
publicity officer of the Glass Manu- 
facturers’ Federation, the central 
trade association for the British 
Glass Industry. He has had experi- 
ence with the Council for Industrial 
Design and the International Wool 
Secretariat. 


Farewell tankard 


Francis Denman, account cxecu- 
tive, has resigned from Voice & 
Vision, the Colman, Prentis & 
Varley public relations associate 
company, after nearly five years. 
For much of that time he handled 
the Whitbread brewery account. At 
a farewell party on Friday he was 
presented with an engraved tankard. 


* * 
Keith G. 


* 
Comfort has jcined 
Gordon & Gotch Advertising Ltd., 


as assistant space buyer, from 
Alfred Bates & Son, Lid.  Previ- 
ously, he was with London Press 
Exchange Lid., in their media 


planning department 
* * * 
Arthur A. Rawlinson has been 
appointed designer of technical 
publications of A. C. Cossor, Ltd., 
manufacturers of radio and elect- 
rical equipment. He was formerly 
in the artists’ department of the 
Bradford Telegraph & Argus. 
* * * 
John Mactavish, after 28 years 
in Fleet Street and for the past 17 


years London manager of the 
Eastern Daily Press, Eastern Even- 
ine News and Norwich Mercury 


series, will be starting his own free 
lance representation service, in 
association with Will Kitchen Jr., 
Lid 


* * * 

Frank Andrews, a New Zealander 
with a background of advertising 
experience in Australia, India, 
South Africa and the U.K., has 
recently joined Export Advertising 
Service aS an account executive. 
During the last three years he 
lectured at the University of Cape 
Town on “Design and Advertising” 


and combined this appointment 
with that of senior executive in 
the P.N. Barrett Advertising 
Agency. 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


(Co 


FREE LANCE SERVICES. 


TYPESETTERS— 1 am : Mroduce 
a volume of Disp ly pesctting 
business on freelance « on basis 
Companies  interesied contact 
through 
Box 3928 Ad. Weekly |! cat St ECS 

TYPOGRAPHER. Prog Manager, 
Book and Perwdical | shers, Cen- 
tral London, will accep k planning, 
producing Of restyling asines 
Box 4132 Ad. Weekly is) Eicet St BC4 

ARTISTS’ AGENTS | hustrators 
and designers to su fest class 
specimens suitable ting) and 
disp'ay§ features brox arectings 
cards, cartoons, childr ‘ ks, cle., 
for inclusion in files r oprint if 
possib'e Thomas Lex Co., 20/22 
High Sueet. Cambericy S 


SKETCHES & SUGGESTIONS required 
for Greeting Cards, 


Matern in appear- 
ance and = exclusive ’ meeptlion 
Lithographic process w be used 
WALSALI LITHOGRAPHIC oo 
LTD., Midland Road, Walsa 

WRITTEN, spccialist in women's adver 
ising, first-class agen expenence 
wants) part-time work london on 


free-lance 

Box 4152 Ad. Weekly 180 Fleet St BC4 
EXPERIENCED FASHION ARTIST 

requires = tree-lance work Part-time 

considered 

Box 4151 Ad. Weckly is Fleet St BC4 


BUSINESS OPPORTUNITIES 


ADVERTISEMENT CONTRACTORS 
Have you joined your own Association 
founded to further your professional 


interests and encourage beiter business 
relationships? Enquiries | Secretary, 
c/o 42 Maiden Lane, London, W.C.2 


SHOW, CARDS, CUT-OUTS 
VERTISING FOLDERS 


by photo-litho or letterpress (own 
photo-litho process plant) 
CARILLON PRESS LID. 
Fine Colour Printers, Bournemouth 
Telephone: Boscombe 36835 
London Office: 98-100 Ficet St, E.C.4, 
Phone: CENwa! 1740 


FOR SALE. Wel!-cs'abiished 
mounting company (tin hack) 
Box 4127 Ad. Weckly 180 Fleet St EC4 


TWO DIRECTORS REQUIRED. Due 
to retirement of active Charman; old- 
established. fully recognised, expanding 
West-cnd Agency requites two work- 
ing Directors, aged 40 4 In addition 
to personal qualities, a thorough knowl- 
edge of agenmy  practi« 
abiity tw get things dione 
them) is essential A 
from a few hundred to 
sand pounds annually wit! 


Showcard 


twenty 
4 total turn 


sued from page iii of cover) 


SALES AND WANTS 


IWO ADREMA MACHINES, Models 
WHB 2R and HAI fr save of 
value to House Magasines with limited 
curculations Nearest offer to 440 oF 
sold separately. Write Box 44, Aldridge 

Whitetnar Street, 


Advertising, 1 
EC 4 


LNIPOLD OFFICE Paper Fo ding 
Machine for sale. Sive 84 in 13 in 
Motor drive 240, 250/150 J 
Edwards Ltd, 3159, Euston Rd. N.W.1, 


ACCOMMODATION 


DESK SERVICE available with telephone 


in Ficet Street, per week 

Box 4130 Ad. Weekly 180 Fleet St BC4 
ARTIST residing Swiss Cottage area, 

wishes to contact fellow artist with view 

t share flat Reasonable rent PRI 

6256, evenings 


Box 4131 Ad) Weekly 180 Fleet St BC4 


LONDON AGENCY has space availab'e, 
furnshed with all services, for team 
om two capable artists Rent tree in 
return for roughs and ideas Ampic 
finished work at agreed prices 
Box 4153 Ad) Weckly 180 Fleet St FC4 

PROVINCIAL PRINTERS requiring 
London accommodation, offered nice 
furnished room with all services by 
London agency in West End at 


moderate rental 
Box 4154 Ad. Weekly 180 Fleet St BC4 


MISCELLANEOUS 


DEBTS collected throughout Britain. No 

result—-no commission:—Brilegal (Ba- 
tablished 1919), 80 Leeds Road. 
Bradford 


PRINTERS 


MONTHLY MAGAZINES 


Weekly, monthly, quarterly magazines 
and catalogues well printed at prices 
you will be pleased to pay. Up-to-date 
type setting, high-speed automatics, 
Careful supervision. Ask for prices, 


SUTTONS Printers 
Paignton Tel. 5542 


PRINTING COMMISSION You can 
earn a regular and profitable agent's 
commission for all printing orders you 
assist us to obtain from reputable Ad- 
vertising Agents and Industrial Organi 
sations Every assistance given Wore 
call or telephone the Managing Direc 
tor, G. 1 Tomkin Lid, Modern and 
reliable printers “Ol Grove Green 
Road London Ell Iclephone 
LEYtonstone 7396/1164/1165. 


POSTER STAMPS 
LABELS, SEALS and 
SHOWCARDS 
Ask for Representative to call. 
TOWNSENDS of EXETER 


London Works: ORCHARD PRESS. 
EASTCOTE. Tel. Pinner 7927 


SPECIAL ANNOUNCEMENTS 


over of six figures bach successful 
applicant will be required to purchase 
a quarter of the tssucd lare Capital 
valued at £3.7450 which should return 
4 minimum annual income of £1,500 
based on current figures Strictest 
confidence observed and cxpected 
Box 4128 Ad. Weekly 180 Hicet St bC4 
ADVERTISER with lara premises, 
NW area would bu uitright) of 
controlling interest in’ established Silk 
reen manufacturing business Plant 
Staff, to be moved to a premises 
Box 4120 Ad. Weekly 180 Flect St bC4 
Business Publishing four well-known 
classified trade directories Price 
£3,000. Or would consider one to two 
expert space salesmen with capital 


Object forming Limited Company 


Box 404! 
Advertiser's Weekly 180 Fleet St EC4 


MODEST CAPITAL wanted for direct 
mail business going 1° years. starting 
new departure in natura Non-toxic 
medicines 
Box 4129 Ad. Weekly 180 Fleet St ECA 

REPRESENTATIVE = rea i by old 
established Advertising Agency Un 
usual opportunity for ne man to 
achieve top promot Must have 
good references f appoint 
ment in strict confiden 
Box 4070 Ad. Weekly Fleet St EC4 


See February 19 issue of 
ADVERTISER'S WEEKLY, pages 
360-361 and 363 for the Adver 
tising Services & Supplies Sec- 


tion. March 19 will be the 

next issue containing these 
Services. 

See February 12 issue of 


ADVERTISER'S WEEKLY, pages 
308 and 309 for the Monthly 


Register of Trade and Spe 
cialist Publications Section. 
March 12 will be the next 


this Register 
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ADVERTISER'S WEEKLY 


First Class 
ORGANISER AND 
VISUALISER 


With creative and adminis- 
trative ability to take charge 
of and expand small technical 
advertising and publicity 
Company. Must be thorough- 
ly conversant with modern 
display and promotion 
schemes including Public Re- 
lations. Profitable position, 
with excellent opportunities 
and scope for right man. 
Write, giving fullest details 
of experience and salary re- 
quired, and when available. 


Box 4075 
Advertiser's Weekly 180 Fleet 61 EC4 


EDITORIAL ASSISTANT REQUIRED 
FOR PUBLICITY MANAGER, in the 
age range 21-26. Education to matricu 
lation standard, with 4/5 years’ experi 
ence in journa'wic cepacity, preterably 
with provincial newspapers’ § training 
Duties will comprse copy writing. 
assistance in production of house maga 
zine, editorial publicity and gencra) 
assistance to the Publicity Manager 
Salary according to experience and 
qualifications, Aprlication in own 
handwriting giving full details of edu 
cation and experience to Personne! 
Manager, Taylor Woodrow Ltd., 
Ruislip Road, Southall, Middlesex. 

ADVERTISING ASSISTANT  cequired 
who has an agency background and is 
interested in joining a Company with 
nationally known clothing products 
Fullest information to the Secretary. 
Box 4035 Ad. Weckly 180 Fleet St EC4 
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CLASSIFIED ADVERTISEMENTS 


—— APPOINTMENTS VACANT, 3s. 6d. per line, 40s. per display panel inch. 
APPOINTMENTS WANTED, 3s. per line, <s per display panel inch, All other 
classifications, 4s, per _ 45s. per display panel inch. Minimum, 3 lines. Box No. 
—_ one line pirr 9d. covering postage, etc. Series rates on application: all 
advertisements under seven insertions MUST BE PREPAID. Address “Advertiser's 
Weekly,” 180 Fleet Street, London, E.C.4. CHAncery 8844 (Ex. 25). 


APPOINTMENTS VACANT 


Situations Vacant: “The engagement of persons answering these advertisements must 

be made through a Local Office of the Ministry of Labour or a Scheduled Employment 

Agency if the applicant is a man aged 18-64 inclusive or a woman aged 1%59 inclusive 

anless be of sae, of the ts from the provisions of the 
Notification of Vacancies Order 1952.” 


KENYA ADVERTISING CORPORATION LTD 


invite applications for the position of 


ARTIST | COPYWRITER 
in their Nairobi office 


A good advertising background is essential and preference 
will be given to a single man. 

Contract terms include: minimum 3 years’ service with 
4 months’ U.K. leave on full pay; first class return 
Passage paid; staff pension fund. 

Interviews will be conducted in London on March 17 
by a visiting Director. Applicants should write in the 
first instance, giving full details of personal background, 
age, qualifications and salary required, to: 


EXPORT ADVERTISING SERVICE LTD 
22 OLD BOND STREET, LONDON, w.i 


Marcu 5, 1953 


APPOINTMENTS VACANT 


WANTED 


First Class Colour 
and 


Black and White 


RETOUCHING 
ARTIST 


Phone for appointment 
MUS 8434 


EXPERIENCED GOOD ALL ROUND 


ARTIST—iayout, lettering and visuals. 
Write full particulars and salary re- 
quired. KADEK, 78 St, James's Road, 
Surbiton. Surrey 


ASSISTANT, preferably female, for 


Publicity Department, to be responsible 
for systematic filing of a large library 
of photographs and to undertake some 
editorial work, Newspaper reporting or 
similar experience desirable Write, 
Stating salary required to REF 
SA’8, Personne! Department. E.M.1 
Sales & Services Ltd.. Hayes, Midd'esex. 


ARTISTS. Experienced furniture and still 


life artists required for line, wash and 
colour illustrations 
Box 3980 Ad. Weekly 180 Fleet St EC4 


YOUNG LADY. Junior reguired for EXPERIENCED LETTERING ARTIST 


Copy Despatch Department of a Lon- required in the London Studio of 
don Agency Good salary and ideal Alfred Bates & Son, Ltd., must be 
working conditions. Write quick, clean worker Apply with 
Box 4104 Ad. Weekly 180 Fleet St BC4 specimens to Studio Manager, 130, 


REQUIRES 


work. 


ing for reproduction. 


__ Fleet Street, E.C.4 a mt 

ASSISTANT required for Advertising 
Department of a leading manufacturer 
Some experience of communications 
advertising an advantage but not essen- 


tial. Excellent prospects. Write stating 
age, education, and experience to 

Box 4067 Ad. Weekly 180 Fleet St EC4 

IDEAS LAYOUT MAN for Advertising 


Department of national manufacturers 
of light engineering products scliling 


direct to industrial users and through 
PUBLICITY LIMITED cite, clon opt 


young man just completed Nationa! 
Service Write full details of experi- 


FLEET STREET fox 4043 Ad. Weekly 180 Fleet St ECS 


ADVERTISING SALESMAN or Repre 
sentative, Experienced in selling Lon- 
don accounts and agencies. American 
military background preferred Please 
give details, references tc. 

_ Box 4117 Ad. Weekly 180 Fleet St EC4 


AIRBRUSH ARTIST ae > ag — ~~" - gh = 


Florence Studio Ltd., 9 Fulwood Place, 


7 : f P “a High Holborn, W.C.1. 0 
Experienced artist for colour and black and AN OLD ESTABLISHED FIRM of pro- 
white general aerograph work, photo retouch- cess engravers require two representa- 


H g ari tives for the North, one of whom 
Interesting and varied would be based on Manchester, the 
Manchester representative's qualifica- 


tions to include a knowledge of 
L A Y oO U T A R T | Ss T advertising agencies and their require- 


ments 
Box 4072. Ad. Weekly 180 Fleet St EC4 
With sound knowledge of typography for ARTISTS required for figure work and 
General Technical and Consumer advertising. general Pictorial subjects. Commercial 


experience necessary Permanent posi- 


FILM LAYOUT ARTIST St cates sremenacaree 


Manager 


Theatre Publicity, 343 Finchley Road, 
For Poster and Press advertising. Good general a N.W.3. (Opposite Central 
. 1 
all round experience in creative designing COMMERCIAL ARTISTS Fully ex. 
necessary. 


perienced airbrush photo retouchers re- 
quired for colour and black and white 


‘ P So . The Flo S “ulwe 
All these are important and progressive positions with one Place. High Holbora, WW cl. ee 
of London's largest studios. Applicants should apply SPACE REPRESENTATIVE, cncractic. 
in writing stating experience and salary required to with experience and real selling ability 
is offered responsible position with 
established Trade Journal, Good pros- 
PULFORD PUBLICITY LIMITED ects. Apply 
: ox 4066 Ad. Weekly 180 Fleet St EC4 
Temple Bar House, Fleet Street, London, E.C.4 REQUIRED for London Office of Pro- 


vincial Advertising Agency, experienced 
Account Executive. 30/40 years of age. 
Unique opportunity for right man. 
State full details of experience, salary 
required, etc. 

Box 4029 Ad. Weekly 180 Fleet St EC4 


*Phone your Classifieds to CHA 8844 (Ex 25) 


Just 
the 
Job 


First class visualiser — 
creative layout man required 
for large advertising depart- 
ment of group of manufac- 
turing companies in London. 

He would be required to 
create visuals for press 
schemes, dealer aids, printed 
matter, and a variety of 
other media. Ability to 
supervise mechanical pro- 
duction would be a distinct 
advantage. Finished art 
NOT required. Minimum 
age 30. Salary £700-£750, 
according to experience. 
Fullest particulars in con- 
fidence to: 


Box 4134 
Advertiser's Weekly 180 Fieet $t EC4 


OUTDOOR ADVERTISING: Clerk re- 


quired by leading London Agency, good 
prospects for the right type. Write, 
detailing experience, age and salary 
required. 

Box 4106 Ad. Weekly 180 Fleet St EC4 


JUNIOR LAYOUT MAN required by 


importaat Nationa! Advertiser in 
Middlesex, Should possess ability to 
produce semi-finished roughs in colour 
and black and white Typographical 
knowledge an asset Age group 23-30 
$<lay week. Pension scheme. Write, 
giving full particulars of qualifications, 
experience and salary required to 

Box 4107 Ad. Weekly 180 Fleet St EC4 
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Marcu §, 


APPOINTMENTS VACANT 


CLERK for Checking Department able 
to deal efficien.ly with al) routine work. 
rite, giving detai.s of experience, age 
and salary required to 
Box 4105 Ad. Weekly 180 Fleet St BC4 
JUNIOR ASSISTANT (16-18) required 
in Publicity Department for photo- 
graphic filing and genera! help ig cdi 
torial section, Neat tidy worker eascn- 


tial, preferably with ability to type 
Write, stating salary cequired, to Ref 
SA/8, Personnel Department, E.M.I. 


Sales & Services Ltd., Hayes, Middlesex 

SKILLED LETTERING. jayout and 
general artist required for lately estab- 
lished Art Features Agency, Excellent 
opportunity and conditions to right man 
Thomas Leigh & Co 20/22 High 
Street, Cambericy, Surrey. 

KEEN, Versatic and adaptable co copy- 
writer wanted for busy Advertising 
Department in West End Must be 
able to grasp esscniials of a proposition 


quickly and present it in crisp, con 
cise selling copy—whether for con- 
sumer, trade or technica! users bx- 


perienced man trained in requirements 
of the advertiser and in departmental! 
routine essential. Knowledge of repro- 
duction processes and ability to prepare 


own rough visuals an advantage. No 
beginners, please! Excelent prospects 
with scope for initiative Write 


briefly but to the point outlining career, 
age and some idea of salary required 
Box 4097 Ad. Weekly 180 Fleet St EC4 


INTERNATIONAL WOOL 
SECRETARIAT 


Carpet Promotion Officer 
required. Experience of 
planning and carrying out 
sales promotion essential. 
Commencing salary not less 
than £1,000 per annum 
according to experience. 


Apply in writing giving 
full particulars to The Secre- 
tary, International Wool 
Secretariat, 


18/20 Regent St., London, S.W.1 
marking cover ‘' Confidential, C.P." 


EDITOR required for old established ang 
influential journal pub.ished month.y in 
the provinces and which is planning 
further development. Applicants should 
be fully experienced in the editorial 
and commercial aspects of wade and 
technical publishing. Write in first in- 
stance giving brief details of positions 
held, age, and salary expected. Pre- 
sent staff are aware of this advertise- 
ment and al! inquiries will be treated 
with the s‘rictest confidence, Replies to 
Hale, Ringrose & Morrow, Soliciiors, 
2 Clements Inn, Strand, W.C.2. 


DISPLAY DESIGNER 
-time or Free- 

Publishers seck skilled disp‘ay artist 
abe to design and illustrate attrac 
tively in line or wash simple practical! 
window displays of household goods 
for retailer journal. Editoria) co- 
operation and references for goods 
displayed, but original creative skill 
required iss 

Advertiser's Weekly 180 Fleet St EC4 


ESTABLISHED SPECIALIST MAGA- 
ZINE requires part-time Advertisement 
Representative; commission basis only 
Weite \stating presen representations 
and indicate commission required for 
Magazine having monthly circulation in 
excess of 10,000 and page cate of £25 
All existing advertising would be re- 
garded as House Account 
Box 4101 Ad. Weekly 180 Fleet St EC4 

LEADING ENGINEERING J0U RNAL 
wishes to appoint advertisement repre- 
senta‘ive to cover Yorkshire, North 
East Coast and Scotland. Salary and 
commission. Only representatives with 
a gocd sales record and the highest 
reputation shoud apply Technical 
background and connections with engi- 
necring industries in these territories an 
advantage. Please send ful! details of 
education and previous experience to 
Box 4102 Ad. Weekly 180 Fleet St EC4 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISED. -NTS 


APPOINTMENTS VACANT 


W.PS 


WILLING’S PRESS SERVICE LTD. 


have vacancies for:- 


LAYOUT ARTISTS with good agency 


experience who are able to create slick layouts of 
presentation standard from both their own and others’ 


ideas. Men who can 


1 Produce good ideas. 

2 Produce layouts in press and 
print to presentation standard. 

3 Who are prepared to work on 
other people’s visuals and ideas. 


EXPERIENCED COPYWRITER 


Wanted a live agency copywriter (male or female) who 
thinks and writes creative advertising copy. One able to 
work direct from briefing and able to produce saleable 
ideas and copy for a wide range of national and tech- 
nical accounts. An up and coming young man or 
woman would be considered. 


Please write to; €. T. FENNELL, STAFF DIRECTOR, 


CAPABLE 
VISUALISER 


Lovell & Rupert Curtis 


require the services of a 
sound experienced visualiser 
able to create and produce 
roughs up to presentation 
standard on wide variety of 
accounts ranging from 
fashion to technical. Age 
preference 25-30 years but 
others outside this age 
group would be considered. 


Telephone B.1.W. at 


CENtral 4326 


CREATIVE 


LETTERING 
wanted by first class 
gaged in Agency work 
Box 4059 Ad. Weekly 180 Fleet St £C4 


ARTIST 
a Sas en 


EVER WORKED ON 
SOAP COPY? 


If you have won your spurs in 
hard-hitting soap of detergent 
campaigns, but would like a 
change of products there's a 
piace for you here on active con- 
sumer accounts in highly com- 
pPelitive markets Write in the 
first instance to 


Box 4133 
Advertiser's Weekly 180 Fleet 61 EC4 


EXPERIENCED LETIERING ARTIST 


ing full previous experience, education, 

age, salary required 

Box 4098 Ad. Weekly 180 Fleet St EC4 
AN UNUSUAL OPPORTUNITY = for 

Agency (London) visudliser keen two 

progress Interesting accounts-—must 

have rea! aptitude to dig out sales facts, 

copywriting + agg Write giving 

experience, salary 

Box 4058 Ad Weekly 180 Fleet St FC4 


* VISUALISERS 

* LETTERERS 

* RETOUCHERS 
WANTED BY 
LONDON 
AGENCY 


Write in confidence, stating age, 
experience and salary required 


Box 4093 
Advertiser's Weekly 186 Fleet 8t EC4 
TYPOGRAPHER required by Agency 
handling Technical Accounts Shou'd 


have sound knowledge of layout and be 
prepared to handle adaptations. Write 
in confidence giving full goeneen. in- 
cluding salary required 

Box 4021 Ad. Weekly iso Fleet St EC 4 


ditions 
or phone 
SELLAR'S ILLUSTRA 
42 Maiden Lane, W 
TEM. 09%6 7 


RETOUCHERS WANTED 


Top Wages and Good wor 
first class work only 


king con- 
Write 


TING. 


c? 


ASSISTANT DESIGNER & 


quired, fully 


conversant with EXHIBITION AND 
INTERIOR DESIGN ipable of 
executing complicte working drawings 
and brief specifications Lxperence of 
industrial design an advantage 
ASSISTANT DESIGNER required for 
FLAT PRODUCTION WORK, neat 
lettering man and able to cxecute first 
class block drawings, must have at 
least working knowledge of typography 
Figure drawing an advantage but not 
essential Both vacancic ffler perm 
anent interesting opening for keen 
industrious and imaginative men 
Write in first instance giving full 
details of experience and salary re- 


quired. and submit specim 
Miss H. Jobbins 
MAJO 33, Jubilee P 
Applications will be trea 
fidenual 
ESTIMATOR 


lawon man 


n sampies nd 
Ww 


ace SW. 
ted as con- 


required for 


Exhibition and Display Company (Lon- 


don) 


sidered. If you do not kn 


do not waste both your time 


Write in first instance. wit 
ticulars and 
Box 4111 Ad. Weekly 150 


Only first class app 


ants con- 


salary reaguire! 


w your job 
and ours 

) fullest par 
Fiect St C4 


WILLING HOUSE, 364 GRAYS INN ROAD, LONDON, w! Ee een S80 pw. Write av. 
Box 4118 Ad. Weckly 180 Fleet St BC4 
NEWS EDITOR wanted § for  old- FIRST-CLASS FIGURE AND MEN'S 
established but bright weekly ‘trade wear artist required, fully cxperenced 
paper. Must be able to take compicte in drawings for Cataloguc and Press 
charge of editorial office —— reproduction "Phone Stud Director, 
subbing, make-up experience ia) PRI 8821, between 10 and 1) or 2 and HADDONS 
Box 4114 Ad. Weekly 180 Fleet St St "EC 4 5.30 p.m , 
PRODUCTION MAN, age 28/30, wanted A SENIOR ACCOUNT EXECUTIVE for . 
by engineering firm Colchester assist leading London Agency ust be are looking out 
compiling and producing technical pub- fully experienced age i sound 
licity. Knowledge printing. biocks, educational! background «a tomed to for an 
types, paper essential Abijity copy. respo.sibility, Salary t! t £2,500 
layout an advantage. Permanent, pro- according to qualifications Write full 
gressive post, S-day week. Pension details first instance to A Cc Cc oO u foe T 
Scheme, Incentive bonus. Write, stat- Box 4108 Ad. Weekly 180 TF cet St BC4 


| 
| 


| 


’Phone your Classifieds to CHA 8844 (Ex 25) 


EXECUTIVE 


who has had at least ten 
years experience with a large 
agency and handled national 


accounts, Letters, giving the 


fullest details, should be 
addressed to: 
THE 


PERSONNEL DIRECTOR 


JOHN HADDON & CO. LTD 


11 & 12 Salisbury Square 
London, E.C.4 


EXPERIENCED ALA-ROUND ARTIST 


for finished wok under art director 
required by Mayfair advertising agency 
Lettering ‘layout ae _— ability 
to handle airbrush necess 

Box 4100 Ad. Weckly 180 ‘Fleet Stnea 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


LAYOUT MAN 


required 


We need an agency trained 


man for creative layout work 


up to finished rough standard 


on a variety of accounts. 


Profit Sharing and Pension Schemes 


Write fully, stating age, experi- 


ence and salary required. 


Ss. C. PEACOCK LTD. 
Maddox House 
215-221 Regent St. London, W.| 


JOURNALIST required to undertake 
editorship of House Journal for jare 
Engineering Company in SE. London 
Part-time appointment Might suit 
scmi-retired man Please reply 
Box 4112 Ad. Weekly 180 Fleet St bC4 

TICKET WRITER used to Display 
work Permanent and progressive posi 
tion tO applicant with sound knowlecds 
and creative ability Call or. write 
fully, stating experience and salary fr 
quired to ALKIT Ltd Cambridgec 
Circus, London, WC .2 

EXPERIENCED REPRESENTATIVE rc 
quired by prominent showcard manu 
facturer Ability to sell to top-flieh 
executives and knowledge of trade 
casential Excellent) opportunity for 
enthusiastic salesman, who must hold 
current nies licence Full details of 
caperience 
Box 4109 Ad Weekly 180 Fleet S: BC4 


| 
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CLASSIFIED ADVERTISEMENTS | 


. APPOINTMENTS VACANT 


Situations Vacant: ‘‘The engagement of persons answering these advertisements must 

be made through a Local Office of the Ministry of Labour or s Scheduled Employment 

Agency if the applicant is a man aged 18-64 inclusive of a woman aged 18-59 inclusive 

unless he of she, or the employment, is excepted from the provisions of the 
Notification of Vacancies Order 1952.” 


MANAGER WANTED 
for Birmingham Advertising Agency 


One of the largest and most progressive agencies is con- 
templating opening a branch in Birmingham and requires 
a competent man to take charge. He must have good 
all-round advertising knowledge of both consumer and 
technical accounts, ability to contact existing clients 
and to secure new business, in which he will be amply 
supported by the firm's own advertising 


Age preferably carly thirties, must be resident in 
Birmingham or district and have good local knowledge 
Agency experience essential. 

The position provides an excellent opportunity for a 
young man virtually to be his own master. He would 
have strong financial backing and the support of the 
excellent facilities provided by a large and go-ahead 
agency. A good salary commensurate with experience 
will be paid, plus share in profits The post is also 
pensionable. 

Applications, which will be treated in confidence, should 
be made in writing, giving the fullest particulars to 


Box 4095 
Advertiser’s Weekly, 180 Fleet Street, London, E.C.4 


Advertisers, 


from him. 


co SPICERS LTD., 
"4 We'd like a factual letter giving the names of current 19 New Bridge Street, 
5, accounts you are now working on; brief resume of past London, E.C.4 


strict confidence. 


This advertisement is addressed to the relatively few. 

We are not interested in normal humdrum com- 
te i Jew bs ® ‘ ; ‘ » ; 

petence. We want a ‘top flight’ man who is already SPICERS LTD. 

doing a very good job, with the responsibility of the 

complete visual presentation for a group of National require an Assistant to the 


This man is already a thoroughly qualified visualiser to include responsibility 
and his record proves it. He is probably earning very production detail. 
good money but if he is considering a change and ts 
keen to join a friendly team we would like to hear 


ones; present salary, Every letter will be treated in 


| GENERAL MANAGER of Exhibition 

Display Company (London), requires 
competent SECRETARY Must be 

first-class Shorthand-typist—one who 
can act on her own initiative and not 
frightened of long hours Write in 
first instance fullest particulars, salary 


SERVICE ADVERTISING fox 4110 Ad. Weekly 180 Fleet St BC4 


SCOTTISH AGENCY has vacancy for 
versatile ideas man and = copywriter 
desirous of qualifying for managerial 


7 . positho A cations hict T 
has room for still another treated with strictest ‘condense “should 


be accompanied by copy references and 
specimens of work 
Box 4115 Ad. Weekly 189 Fleet St BC4 


r EXECUTIVE with creative ability, parti 
op g Vv sua cular'y in Agr.cultural Advertising re 


quired for g portant position with 
Specialmet agency Sound knowledge 
Farming, first class ideas, layout and 
copy essential Our staff are aware of 
this advertisement 

Box 4116 Ad. Weekly 180 Fleet St EC 4 


Advertising Manager, duties 
for 
Apply by 
letter only to the 


Advertising Manager, 


ASSISTANT (female) required for ad 
vertising department Previous exper! 
ence desirable but not essential. Should 
be good at figures and be able to type 


Write Art Director Call 9-11 a.m. or 2-4 pm. FREE- 
Service Advertising Co. Ltd., 77 Brook St., London, W.! 


4 
| MANS (LONDON S.W.9) LTD., 139 
| Clapham Road, S.W.9 

| ARTISTS wanted for juvenile and adult 
| picture strips Schoo! tom. Westerns 
Adventure. Reeular wor 

' 


Box 4113 Ad, Weekly 10 Fleet St EC4 


| 


ARTHUR S. DIXON 
LIMITED 


require another 


GENERAL 
ARTIST 


thoroughly versed in all branches 
of studio work, capable of pro- 
ducing good roughs and finished 
drawings. Experience of film 
press advertising an advantage. 
Write giving details of experi- 
ence and salary required (no 
specimens) to 


Art Director 
229 High Holborn, London, W.C.1 


INVOICE TYPIST—young lady about 

25 (unmarried), good at figures and 
who takes an intcrest in her work; to 
check and enter costs of print, blocks 
and artwork; previous experience in an 
Advertising Office an advantage; op- 
portunity for advancement. No Satur 
days. Box B.E., C. Mitchell & Co., 
Ltd., 1/2. Snow Hill, E.C.1 


YOUNG COPYWRITER (National 
Service compicted) required for Pro- 
prictary Medicine Manutacturers, South 
Bucks areca Must be prepared, af.er 


12 months’ training, to work in Aus- 
tralia tor the Companys associate 
business there Salary commensurate 
with experience This should quickly 


develop into a high-salaried job with 
unlimited prospects Reply 
Box 4141 Ad. Weekly 180 Fleet St EC4 


Smal! but important West End 
Art Group require the follow- 
ing: 
TOP GRADE FREE-LANCE 

SERVICES 

Fashion 

Still Life 

Technical 
Successful applicants will re- 
ceive Maximum publicity and 
representation Only — those 
with highest qualifications 
need apply 

Box 4154 

Advertiser's Weekly 180 Fleet St EC4@ 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


TECHNICAL PUBLICITY. Assistant 
required, by manufacturer of specialised 
electrical apparatus, in Advertising 
Department which handles the origina- 
ton and = preparation § (ideas copy, 
typography, layouts) of press advertise 
ments and Sales-print; the buying of 
print, artwork, photography, blocks, 
etc.; the organisation of direct-mail 
operations and exhibition stands. Wesi- 
end office. S-day weck, pension scheme 
In mind is a young man whose experi- 
ence and capabilities place him in the 


£400 £500 pa commencing salary 
class—and who is likely to merit 
advancement Apply, with full de‘ai's 


of age and experience, to 
Box 4137 Ad. Wecky 180 Fleet St EC4 
SHORTHAND TYPIST with knowledge 
ot secretarial duties required for 
medium-sized Advertising Agency. Ex- 
perience in preparation of space 
schedules for Trade and Technical 
press an advantage Telephone Miss 
Smith REG 3891 for appointment 
LAYOUT ARTIST - TYPOGRAPHER 
with 4-S years experience on clicnts’ 
rouge and adaptations, required by 
London agency with first class industrial 
accounts Crea'ive ability will be 
encouraged Write full details, age. 
experience, and salary required, to 
Box 4143 Ad. Weckly 180 Fleet St EC4 
YOUNG LADY required for Space and 
lock invoice department Previous 
experience preferred. Must be able to 
type and interested in figures S-day 
week. Call Crane Publicity Ltd 5-9, 
Quality Court, Chancery Lane, W.C.2 
PRODUCTION, Young man with proved 
capability, strong character. organising 
ability and first<lass education wanted 
by West End technical agency to take 
charge of production department 
Box 4146 Ad. Weekly 180 Fleet St EC4 
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STUDIO 
MANAGER 


A creative artist required, able 
to interpret selling themes in 
terms of live layouts and to 
guide through to finished art- 
work. Experience in, studio 
control is desirable. This is a key 
job carrying an adequate salary 
and good prospects to the right 
man. Write fully to 


STOWE & BOWDEN LTD. 
PUBLICITY HOUSE 
CLAREMONT ROAD 

NEWCASTLE-ON-TYNE, 2 
Mark your envelope ** STUDIO ** 


ANOTHER LAvOUT MAN wanted in 


busy Agency capable of creating slick 
visuais tor presentation to clients. State 
expericace and saary required 

Box 4057 Ad. Weekly 180 Ficet St EC4 


PRODUCTION MAN 
jing Technical Accounts tor establisned 
Agency Previous experience eascntial, 
Box 4060 Ad. Weekly 180 Fleet Si EC4 

YOUNG MAN expe: in print and 


capable of hand- 


enced 


press production, capable of running 
departmen; without direct supervision 
Good prospects for keen and efficient 
man Write givng age, details of 
exper.cnce and salary required to 
Stowe & Bowden Ltd., 6, Stratton 
Street, W.1 

CLASSIFIED VOUCHER CHECKING 


ERK required by well-known 
Agency. Must have previous experience 
and have comp.cted National Service. 
Box 4142 Ad. Weekly 180 Fleet St BC4 


STUDIO 
TRAVELLER 


Young man required as 
traveller for Northern 
Studio. Must have knowl- 
edgeof commercial artwork, 
some layout ability an ad- 
vantage. Salary, commission 


and expenses. 


STUDIO SEFTON 
21 LEIGH ST., LIVERPOOL 


MAN WANTED for 

of small publicity company employing 
r costing, books and wages. Able 
to work On Own initiative. Experience 
of Exhibition and Display trade desira- 
abe Prince Publicity Services Lid., 
Sk, Tranguil Vaile, B ackhea bh. §.B.3. 
"Phone Lee Green 4531 


Greenwich office 


PRODUCTION MAN, about 21, with 
all-round experience, of small agency 
routine, required by West End Agency. 


Write fully to 

Box 4135 Ad. Weekly 180 Fleet St EC4 
PRODUCTION ASSISTANT required 

with sound knowledge of blockmaking 


and typesetting Apply Production 
Manager, Reid Walker Advertising, 
Salisbury Square House, E.C.4 CEN 
8347 


TYPIST TELEPHONIST 
commercial art studio. ban al Stating 
experience and salary requir 
Box 4025 Ad. Weekly 180 Veet, St BC4 


ARTIST 


specialising in retouching mechanical 
subjects, capable of finished lettering 
and layout work wanted by Eastern 
Counties Engineering C 


required in 


initiative. 


leave at the end of it. 
experience, but will 
generous. 


A job in India for an 
ambitious young 
Artist-Visualiser 


a leading Bombay Agency where young men of talent 
have exciting opportunities to take responsibility and 
You will work on a variety of genera! and 
technical accounts, requiring some knowledge of typo- 
graphy and printing processes as well as above average 
creative ability: you may also have to contact clients. 
A 3-year contract will be offered, with 4 months’ home 

Salary will depend on age and 
in any case be comparatively 
If you feel you have the drive and talent to 
make the most of this job, and only if 

(i) you are now earning at least £500 a year, 
(ii) you are a bachelor, 
(iii) you are between 21 and 25 years old, 
and (iv) you have had 2 
write fully to Box 4094, Advertiser's Weekly, 
Street, London, E.C.4, but do not send specimens: inter- 
views in London will be arranged for selected applicants 


years’ 


Agency experience, 


180 Fleet 


comme LAYOUT and LETTERING 

RTIST accustomed to a high standard 
required by a busy Agency 
Picase telephone first for ap- 
poin:ment with the Studio Manager, 
meee Walker Advertising Ltd., EN 
S34 


of finish, 
Studio. 


SECRETARY /ASSISTANT (lady) re- 
quired with initiative and i 
advertising agency experience 
opportunity, Ring GROsvenor 5480. 


If you are a first class 
commercial artist 


YOU ARE INVITED 
TO JOIN 


PUTNAM 
STUDIO 


where there are 
NOW vacancies in 
RETOUCHING, STILL LIFE, 
GENERAL, FIGURE WORK, 
LETTERING, LAYOUT 


Top salaries—5 day week 
11 Down St., Piccadilly W.1 


OUTDOOR ADVERTISING. Medium 
sized West End Agency secks young 
man with at least 5S years Guidoor ex 
erience. Write fully 
ox 4103 Ad. Weekly 180 Fleet St EC4 

ARTIST, versatile, able t make slick 
visual roughs. pencil or colour, w 


illustrate cinema screcn advertisement 
ideas 
Box 4139 Ad. Weekly 180 Ficet St BC4 
CREATIVE ate 4 a with rev K, - 
edge of typos RE LY 
GOOD FINISH D E TERING ART 
IST with some general drawing ability 
requered by expanding London Studio. 


Box 4147 Ad. Weckly 180 Ficet St BC4 
YOUNG SILK SCREEN ARTIST re- 
quired for work on glass and perspex 
signs, Able to see job right through 
from art work to finished product, 
Hervey & Goodman Ltd. 41/7 Regent 
Strect, W.1 MAYfair 990) 
PRODUCTION SENIOR ASSISTANT 
for Fleet Street Agency Capable of 
supervising Copy Detai! team. Salary 


£450-£550 
Box 4096 Ad. Weekly 180 Ficet St BC4 


rss eae RD COPY DETAIL 

LERK, male or female, for Mail 

Orde section of busy fFicct Street 
Agency 


Box 4099 Ad. Weekly 180 Fiect St EC4 
OUTDOOR ADVERTISING SITES— 
acancy cxisis for exy enced Site 
Canvasser, London area Knowledge 
of Town — Country planning. Refer- 
ences, sala ek 
Box 4140 Ad Weekly 180 Fleet St BC4 
ASSISTANT 10 PRODLC TION 


MANAGER required to iake charge of 
General accounts division £ 500-4600 
cc — Lid., 30 Bouveric Street, 
ARTIST. First class layout and finished 
artist. required by smal! progressive 
studio Write stating experience. age 


and salary required to 
Box 4145 Ad. Weckly 180 Fleet St BC4 


Pension Scheme. Specimens, experi- 
ence, and salary to 


Box 4092 
Advertiser's Weekly 188 Fleet St EC4 


WINDOW DRESSER for travel windows 
in London. Experienced in travel trade 
desirabie bur not essential, Should be 

Write stating details 

and wage expecied to 

Ad. Weekly 180 Fleet St EC4 


able to drive car 
of experience 
Box 4144 


GRO 2585 
ADV ~~ pee ep Bs Rf av SALESMEN 
required for blished media—all 
parts of Great ‘Britain, Experience 
essential. Salary plus commission, 
bonuses and expenses. ‘Phone AMB 
1491 or write Pullman Press, 97/99, 


Praed Strect 
PRODUCTION ASSISTANT REQUIRED 
to handle blocks, art work, printing 
and photography + J Ene ex- 
perience and salary req 
4024 Ad. Weekly {80 ‘Ficet St BCs 


’Phone your Classifieds 


IMMEDIATE VACANCY 


in London Agency for first class 

CREATIVE LAYOUT ARTIST. 

High standard presentation roughs in 

pencil and colour, Ful! holiday this 

year. Write details in confidence 10 
Box 4159 


Advertiser's Weekly 186 Fieet 81 EC4 


to CHA 8844 (Ex 25) 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


GENERAL ASSISTANT required by 
creative advertising = primer Dutes 
incsude: soortaand typing, invoicing 
and charging, block and piate ordering 
Age Of scx immaterial, UOny criterion 
ability to do jod eificicntiy, Write 
fully stating salary required w Phillips, 
134 Notung Hili Gate, London, W.11 

FIRST CLASS PHOTO RETOUCHER, 
engineering and other technical sub- 
jects. Highest class work only Good 
salary and permancncy tor right man, 
Apply giving tull dceiails past caperi- 


ence. 
Box 4138 Ad. Wecky 180 Fiect St BC4 


LETIERING ARIIST-—-good saary wo 
first class man, 374 br. week Good 
conditions Phone Mr Gilbert 


CENtal 2814, 
USBURNE-PEACOChK CO. 

all-round visualiser-layout man, 

of producing slick layouts, 


require good 
capabic 
good 


finished lcitering and with an ability 
to put written ideas into layout torm 
at speed, Ihe man required must 


have had agency capericnce and can be 
assured of a good job wih good Day 
and prospects Write in oontidence, 
giving a bricl accoumt of your career 
to date, to the Director of Creative 
Production, Osborne-Peacock Co., Ltd., 
ll Precadily, Manchester, 1 


ADVERTISEMENT REPRESENTATIVE 


required by established industrial 
monthly, Salary £1,500 for suitable 
applicant, superannuation scheme 


Box 4136 Ad 
P.R.O. (female) 
and prospects. 


ence. 
Box 4119 Ad. Weckly 180 Fieet St LCs 


APPOINTMENTS WANTED 


SHORTHAND.-TYPISIS, Private Secre- 
taries, Clerks, etc. If you are in urgent 
need of staff, contact Embassy Bureau, 
Excel House, Whitcombe Sueet, W.C,2, 


Weekly 180 Fleet St BC4 
required Good salary 
Full details and experi- 


(WHitehali $924), We specialise in 
efficient personnel, 
STUDENT. Viric mind, able to visualise; 
knowledge layout, high quality copy- 


writing; wishes to poin Agency to 
develop strong creative aptitude Op- 
portunity more important than salary. 
Box 4084 Ad. Weekly 180 Fleet St BC4 
JUNIOR ARTIST (femac) nine months’ 
experience publicity department, aft 
school tained, secks similar progressive 
post in agency or studio, Home 
Counties / London 
Box 4121 Ad. Weekly 180 Fleet St BO4 
RELIABLE YOUNG EXBCUTIVE, Hes 
a young man who has spent several 
years working his way up through most 
departments of sume good agencics . 
colccting a preity wide practical 
experience of all Ty ol adveriising 
and publicity, and who is now manag- 
ing a respowble cxeculive postion 
with a well-known London Agency, To 
the Director or Executive who tcels 
the necd for a4 man with a thorough 
knowiedge of advertisement and print 
production, Ure ability to prepare 
down-to-earth copy and “‘scamps,” a 
man used to sem ble client liaison and 
control working quickly and 
efficiently wiih a commonsense approach 
. then little would be lost by an 
invitation to an interview Detaiicd 


information with excellent references 
first, if required 
Box 4122 Ad. Weekly 180 Fleet St ECA 
YOUNG LADY ARTIST (22) secks 
post in advertwing agency, 34 years’ 
studio, agency and press cxperence 
Box 4123 Ad. Weekly 180 Fieet St b4 
YOUNG MAN, four years’ advertising 
experience three novels, and = arts 
degrec, Sydney University, would like 


job in English Advertising. 
Box 4124 Ad. Weekly 180 Fleet St BC4 
ARTIST. 10 years Agency, 10 years 
Studio, secks post RKedhill/Reigate 


arca 
Box 41245 Ad. Weekly 180 Ficet St BC4 


ADVERTISING MAN (30) expernenced 
layout, copywriting, producton, Rota 
printing y- > requires responsible, 
fF ORTCSAIVE yt 
Bos 4126 Ad. Weekly 180 Fleet St BC4 


PRINT. Typographical spec alist, ore 
ative senior man with varied design 
and production experience with leading 


London Agencies, Publishers, Printers, 
secks responsible cxecutive opening 
Might consider freclance or part-time 


Write ’ 
Box 4149 Ad. Weekly 180 Fleet St m4 


GIRL TYPOGRAPHER, 2) coomem 
trainee position in Studio or Agenc 
Box 4150 Ad. Weckly 180 Fleet St Hah 
YOUNG LAYOUT ARTIST (20) secks 
junior position in Studio or Agency 
Box 4148 Ad. Weckly 180 © Fleet St bC4 


(Continued on page 3) 
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These comments by 


regular advertisers in the 


Municipal Journal say more for us than we could ever 


hope to say for ourselves. 


Congratulations to your paper in achieving and weather- 
ing the difficult years of progress that have passed. 
RICHARD COSTAIN LTD. 


We have found your Journal to be of unrivalled assist- 
ance to us. It occupies a unique place in municipal and 


public works engineering. 
ORLIT LTD. 


Our appreciation of the work which you have 
carried out in promoting interest in the latest develop- 
ments of public works. 

JACK OLDING & CO., LTD. 


. . . Our sincere congratulations upon your remarkable 
achievement. 


INDIA TYRE & RUBBER CO., LTD. 


We have been affected by the enormous influence of your 
Journal upon architecture and building since your 


inception. 
BLUNDELL, SPENCE & CO., LTD. 


We . . . congratulate you on this anniversary and. . . 
say how highly we appreciate the Municipal Journal 
as an advertising medium. 

REMINGTON RAND LIMITED. 


We would like to express our appreciation as electrical 
manufacturers of the service you give in bringing to the 
notice of your readers the latest developments in electrical 
equipment . . . public lighting and the interior lighting 
in schools and other municipal premises. 

CROMPTON PARKINSON LTD. 


it successfully caters for the interests of those 
engaged in municipal and public works enterprise. 
EXPRESS LIFT CO., LTD 


As a regular advertiser in your Journal, we should like 
to offer our congratulations. 
TURNERS ASBESTOS CEMENT CO, LTD. 


.. Your present pre-eminent position as the accepted 
journal amongst the local authorities throughout the 
country. ... 


ADDRESSOGRAPH-MULTIGRAPH LTD. 


THE MUNICIPAL JOURNAL, PUBLIC WORKS 


ENGINEER & CONTRACTORS’ GUIDE 


3, Clements Inn, London, W.C.2 
Telephone HOLborn 2827 


— STOP 
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3-D COLOUR AD. FILM SHOT AT 
PINEWOOD STUDIOS 


The first three-dimensional adver- 
tising film in full colour—for 
Capstan cigarettes—was shot by 
Theatre Publicity Ltd. at the J. 
Arthur Rank Organisation studio 
at Pinewood on Monday and Tues- 
day. 

for shooting a specially con- 
structed camera had to be used. It 
was lent by Stereo Techniques and 
is said to be only camera in this 
country capable of taking 3-D films. 
(A Stereo Techniques executive is 
flying to New York shortly to bring 
back another.) Special techniques 
were also necessary for close-ups as 
there must always be a seven feet 
gap between lenses and subject 
being filmed. Problem has been 
overcome to some extent by cor- 
struction of greatly enlarged ver- 
sions of objects to be filmed in 
close-up. Large replica of Capstan 
packet was suspended by ropes on 
the set. Camera was wheeled to 
within seven feet of this “packet,” 
so that a close-up effect could be 
achieved. 


COL. BURTON ACQUIRES 
‘WORLD'S PRESS NEWS’ 


Col. P. C. Burton, chairman of 
World's Press News Publishing Co., 
Ltd., and of Press Centre Ltd., has 
arranged the purchase by his family 
of both companies from Printing & 
Allied Holdings Ltd. 

Col. Burton married a sister of 
the late Lords Northcliffe and 
Rothermere, and has had close con- 
nection with the newspaper field for 
over 50 years. He worked for 
Northcliffe and he founded advertis- 
ing agencies of P. C. Burton & Co. 
wand St. James's Advertising Co., 
which were later incorporated in 
L.P.E. of which he was for many 
years a director and vice-chairman. 
His son Basil has joined board of 
“World’s Press News” and of 
“Photography” (Press Centre) and 
has been appointed deputy chair- 
man. 


CONTINENTAL ‘ MAIL’ 
STAFF FOR ‘SKETCH’ 


John H. Clark, ad. manager 
Continental “Daily Mail” (now 
closed, see page 418), has been 
appointed assistant ad. manager 
“Daily Sketch”. Reps. from Con- 
tinental “Mail” appointed are: Miss 
Jean Sword, B. C. G. Thorpe, 
W. H. Warren, R. E. Donovan, 
Richard Butcher, Eric Smith, W. E. 
Morris. 

In TY programme A. E. Ayl- 
ward, president, B.P.A.A., and T. 
Eckersley (artist who instructed 
three successful amateur competi- 
tors) discussed six winning posters 
in the International Poster Com- 
petition. 

No decision yet on title, format, 
price, or advertising policy for pro- 
posed Labour Party national weekly 
newspaper. Company being formed. 

L'Oreal Laboratories, makers of 
Tress, launching new hair beauty 
product Trill with concentrated ad- 
vertising in women’s papers starting 
March 12. Agents: A. S. Dixon 
Ltd. 


HULTON ACCOUNT 
TO MOVE? 


UNDERSTOOD HULTON 
PRESS ADVERTISING 
ACCOUNT LIKELY TO MOVE 
FROM COLMAN, PRENTIS & 
VARLEY TO ANOTHER BIG 
LONDON AGENCY LATER THIS 
YEAR. 


WHY OVERSEAS ORDERS 
ARE LOST 


In attack on standards of British 
advertising and salesmanship over- 
seas Squadron Leader E. A. Cooper, 
M.P., Parliamentary private secre- 
tary to President of Board of Trade, 
told London branch of Incorpor- 
ated Sales Managers’ Association 
yesterday (Wednesday) that very 
few people in this country appreci- 
ated value of first class advertising 
or knew how to go about it. In 
Coronation year we had great 
opportunity for selling overseas, 
but our standards of selling would 
have to be raised. 

Few large firms used industrial 
film advertising overseas. Others 
were content to use out of date 
methods. 

Many overseas orders were lost 
because of failure to speak about 
our products in the language of 
the man at the bench. 


BIG COMPETITIONS 


Two major competitions have 
been launched this week. Gibbs 
are offering prizes worth over £2,000 
in connection with their Easy shavy- 
ing stick and Gibbs lather sbaving 
cream products. Competitors have 
to write a suitable slogan for either 
article. 

Large spaces in national daily 
and Sunday newspapers are being 
used by Lintas Ltd. to boost the 
scheme. 

Lever Bros. have launched a 
competition in connection with 
Sunlight soap with Coronation seats 
or 100 Ekcovision receivers as 
prizes. Ekcovision dealers being 
asked to support competition by dis- 
playing window bills and entry 
forms. 


Members of LI.P.A. appointed to 
advisory committee of Lord 
Mayor’s London Tempest and Flood 
Distress Fund include H. A. 
Oughton, Hugh T. Appleton, T. F. 
Clarke, W. K. Crampton Chalk, and 
Miss Florence Sangster. 

Messrs. Oughton, Appleton and 
Clarke also appointed to the appeal 
committee. 


Cc. & M. Sumrie Ltd. launching 
their 1953 campaign with spread in 
“Illustrated” March 21. Similar 
space booked in “Picture Post” 
following weeks. Agents: Robert 
Freeman Co., Ltd. 


City Advertising Agency, Bride 
Street, London, N.7, incorporated 
with J. G. King & Son, Fleet 
Street, E.C.4. 


~~ Published by the Proprietors, BUSINESS PUBLICATIONS, Ltd., at their office at 180, Fleet Street, London, E.C.4. (Phone: Chancery 8844 ) 
March 5, 1953. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment. 
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